


 FEREPORTER 














%, & 
bi %, 
. 
oe 
‘ - 


Powers: <8 



















~ 
By the time you’ve smoked a 


cigaretie....... 
the Mimeograph duplicator 





could get out 500 copies of 
something to 


By make and / or save you money 


Those copies might be product an- 
nouncements that would launch 500 sales... 
or simplified accounting forms that would 
save 500 pennies every day. You get out 
such things with the Mimeograph duplicator 
without detours, and with pride in their looks. 


And that principleistrue, whether you 
use one Mimeograph duplicator or a fleet; 
whether you do work for yourself, or for 


many other firms. 


There’s now a complete family of 
Mimeograph duplicators in four price brack- 
a ets... They are the culmination of a four- 
year program of modernization, which more 
than ever makes them the world’s standard 


of office duplication. 


They are streamlined in looks, stream- 


lined in engineering, streamlined to make 
Just eight or ten minutes ago the stack 
of finished work in the hands of the 
young lady was just @ gleam in the brain full story from the local Mimeograph dis- 


of her boss—that's how quickly you can tributor listed in your ’phone book. A. B. 
work with the Mimeograph duplicator! 


and/or save money for your business. Get the 


Dick Company, Chicago. 


Mimeosraph 

















MIMEOGRAPH is the trade-mark of A, B. Dick Company, Chicago, 



































REPORTORIAL: 


OUR THANKs to Hans Isbrandtsen, Presi- 
dent of The Isbrandtsen-Moller Company, 
New York City, whose House Magazine, 
The Albatross, was the inspiration for our 


cover. 


When we showed this cover to friends, 
they said, “You'll be accused of flag- 
waving. The answer: “Then it’s a fine 
cover ... for that is exactly what we are 
doing. This country needs an epidemic of 


flag-waving.” 


The article “War in the Mails” should 
have been printed months ago. Since writ- 
ing it, the manuscript has been read by 
numerous friends and various officials in 
Washington. Friends think we may get 
Officials make no 


bombed. reportable 


comment. 


There is another War article in this 
issue . . . see page 15. The war on the 
Direct Mail patent racket is still going 
on ... and nearly won. Our advice is 

violate any of the so-called Direct 
Mail patents. Get sued for infringement, 
as that is the only logical way to get these 
worthless nuisances off the books. Trouble 
is, patentees won't sue ... they will only 
threaten. These threats are a fraudulent 
use of the mail if they won’t carry 


out the threat. 


° 

What happened in May? If you ever 
want to stage a 100% perfectly managed 
convention, hire the arrangements commit- 
tee of the Buffalo Ad Club. That Afhlia- 
tion meeting in Buffalo on May 3 and 4 
set an all-time high for smoothness, efh- 
ciency, and good taste. Enjoyed presenting 
a 2-hour session of Facts of Life to a 
super-responsive audience. 


Ran up to New Haven to give Facts of 
Life to Ad Club and down to Washington 
to hand out same menu to Jerry Walsh's 
Graphic Arts Association. Washington is 
a great city but hard on the feet if you 
try to tackle the eleven miles of corridors 
in the Commerce Building. Post Office 
Building always impresses. So calm, and 
cool, and peaceful, with not a hint that 
its the home of the biggest business in 
the world. 


. 
CITY STUFF 


particularly after lambasting a “horrible 
example”, your reporter has been accused 


many times in the past, 


of being a city sophisticate, too close to 
the razzle-dazzle of Manhattan to appreci- 
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ate the honest efforts emanating from west 
of the Hudson. 
from the truth. 


Nothing could be further 
(I've given my geographi- 
This Big City can 
serve as an inspiration for many copywrit- 
ers. The Old Mill Stream may be beauti- 


cal history before.) 


ful and quiet. It is undoubtedly conducive 
to creative thought, (Lord knows, I get 
homesick for its peace) but for selling 
copy, built on an understanding of human 
nature, the pulse-beat of Manhattan offers 
unlimited inspiration. 


For instance, what copy slants might not 
be in such everyday scenes as these: Two 
little old ladies on the top of a Fifth 
Avenue bus, clutching their bonnets and 
chirping their delight at the sights below 

. and their knowledge of things seen. 


The group of young and earnest actors, 
perspiring in an attic as they put Shake- 
speare through his paces. 


The Communists distributing propaganda 
leaflets in The Village—and the sudden 
surprise of one when a passerby refuses 
to sign a petition by saying, “No thanks, 
I don’t want to join the Fifth Column.” 

Young people dancing on the Mall in 
Central Park. 


A ferry-boat ride from Jersey to Manhat- 
tan in the early morning, when mist veils 


but cannot diminish the glory of the sky- 
line ahead and the Statue of Liberty to 
the right. 


The faces of the men in the street as 
they watch the latest war news flashed 
from the New York Times Building. 


The push-cart peddlers of flowers, pot- 
ted plants, and trees, hawking and selling 
their wares to the cliff-dwellers of Man- 
hattan. 


Sights such as these are the stuff of 
which the city is made . .. and the stuff 


on which good copy can be written. 


As this issue goes to press, this nation 
has the jitters. The fact remains, how- 
ever, that America is not at war. Life 
goes on. People still eat and wear 
clothes, live in houses and drive cars, go 
to ball games and do most of the things 
Americans have accustomed to. 


There is work to be done. Let us do it. 


grown 


Should America eventually be drawn 
into this war we will still have work to 
do. More than ever. We wont get it 
done —now or then—by talking blue. 


“LONG MAY IT WAVE.” 
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STUDY PROPAGANDA 


FOR AN interesting study of propaganda, 
we recommend a thorough reading of the 
book issued by Harcourt Brace & Company, 
New York, entitled “The Fine Art of 
Propaganda” . . . compiled by the Institute 
for Propaganda Analysis. It defines and 
analyzes the seven major tricks of the 
propaganda trade. It explains how to dis- 
cover those tricks. An impartial and stu- 
dious reading of this 75c. book might even 
help some direct mail copywriters to avoid 
falling into the unbelievable tricks of 
propagandists. 


A UNIQUE BOOKLET 


THE ANACONDA WIRE & CABLE COMPANY, 25 
Broadway, New York City, has issued a 
clever booklet arrangement of a chart de- 
signed primarily to facilitate recommenda- 
tions and serve as a check chart for ade- 
quate wiring. It was prompted by the suc- 
cess of a previously-issued wall chart. An 
84” x 11” orange and black cover opens 
The chart is 
11” high, the same as the cover, and is 
stapled through the middle to the cover. 


to reveal the folded chart. 


Three folds on each side of the chart bring 
its 49” width within the limitation of the 
cover. Besides the novel arrangement, the 
chart itself deserves a word of praise. The 
middle shows the cross-section of a house, 
with the wiring outlined and numbered in 
orange. The left hand folds of the chart 
list seven wiring conditions and show the 
Anaconda product to meet each condition. 
The right hand fold shows another cross- 
section of house and garage and explains 
diagramatically the outlet requirements for 
adequate wiring. Its orderly and pictorial 
presentation in new form makes it stand 
out from other pieces designed for the 
same purpose. 
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IN 


T H E 


By Henry HOKE 


é 


MAILS 


The time has come to tell the truth about the WAR in the mails. 
The WAR is definitely on. It needs a counter-attack. Several months ago, 
your reporter was advised by well-meaning friends not to get mixed up in 
the fray—but anything which affects the use or the misuse of The United 
States Mail should concern all of us who gather each month around The 
Reporter round table. 


Suppose that Henry Hoke manufactured a worthless, dangerous product 
and that he advertised that product by mail; suppose he made exorbitant 
and deceptive claims for his product. What would happen? The Post Office 
would investigate. Suppose the inspectors found that in addition to the 
deceptive claims, the maker of the product was a murderer, a liar, a breaker- 
of-promises, a destroyer of life, health and freedom. What would happen? 
The Post Office Department would issue a fraud order. No delay. A fraud 
order. From that moment every piece of mail addressed to the culprit 
would be stamped fraudulent and returned to sender. The fraud order 
stops the conducting of business by mail. That is the reason why the Direct 
Mail Advertising business has been kept clean. Cheats, liars, crooks and 
false advertisers are constantly being driven from the mail. 


It is time for a FRAUD ORDER on the German Government. 


It is only since the invasion of Norway, Holland and Denmark that 
the “fifth column” activities have been mentioned freely in the press. (Except 
that no one mentions exactly what they are.) The truth is that the “fifth 
column” activities to undermine America have been going on for a long 
time . . . through the mail. Your reporter has been collecting evidence for 
these many months. 


We all know that Hitler hates us as a nation, and yet we sit idly by, 
and allow his agents to stage the most disruptive campaign ever attempted 
in the United States Mails. 


I therefore declare a personal WAR on the German Campaign in the 
United States. I accuse The German Government of a fraudulent use of 
the mail. I appeal to the Post Office Department to issue a FRAUD ORDER 


immediately. There is no time to be lost. 


I will give you a small part of the evidence collected at the Direct Mail 
Center. There is plenty of evidence to justify the Fraud Order. 
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THE FIRST STEP 


The German Library of Information (and misinformation) at 17 
Battery Place, New York, should get the first fraud order. This “Library” 
is located next door to the German Consulate. It is financed by the German 
Government. It is headed by a former (German born) university professor. 
Its avowed purposes are to disseminate information to disrupt our thinking; 
to undermine our government; to keep us from helping the Allies in any 
form; to keep us from rearming; to put us in a position where a German 
Victory (they are cock-sure of it) will strangle us with dictated terms of 
trade and relationships. 


The German Library of Information is staffed with some fifty employees. 
They have the latest, most up-to-date office and mailing equipment. Several 
employees are “100% American” newspaper men. 


The German Library of Information has a mailing list of some 100,000 
names—composed of Ministers, College Paper Editors, Teachers, Com- 
mentators—and selected individuals secured by Nazi recruiters and or- 
ganizations. 


The German Library of Information publishes twice each month (plus 
special editions) an 8 page “house magazine” Facts in Review. It is skill- 
fully written, well designed and printed. It is the usual sort of manufactured 
gibberish which the Germans employ for American consumption . . . and 
is mailed to the entire control list. 


The German Library of Information also publishes innumerable pamph- 
lets, books, tracts, etc.—for dissemination to the master list and to selected 
groups. One of the latest monstrosities is the 259 page book entitled “Polish 
Acts of Atrocity Against the German Minority in Poland.” It attempts to 
justify the reasons why Germany “had to defend itself” against the dangerous 
Poles. It is crude. It is gutter-stuff. It is obviously a hurriedly created 
fictionalized attempt to duplicate the lowest of the American puip magazines. 


The Germans haven't taken the time to learn that fiction, in order to 
hold the interest of the masses, must bear some semblance to the truth. 
They haven't learned that copy, to get favorable attention, interest and action, 
must be convincing. Or else, in their anxiety to advance their Fifth Column 
in America, they have underestimated the intelligence of even the renegade 
type of American who would be interested in joining their Fifth Column. 
For example: 


It is asking too much of anyone’s imagination to picture a father, 
who has just unearthed his disemboweled son, being so calmly scientific 
that he “could clearly see flesh fibres and small parts of the intestines were 
missing.” The father was a poor peasant, not a medical man. But the words 
are in this sworn (and pictured) affidavit. 


When even morons know the Nazi attitude toward the Church, it is 
silly for them (the Nazis) to try to arouse sympathy by writing about how 
shocked they were at the misuse of the pulpit in Poland. 


The German Library of Information augmented its list for this foul 


smelling venture to include Y.M.C.A. and Y.W.C.A. Libraries. 


The German Government has strict censorship of their mail. How long 
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A LONG ARM REACHES 


HERE IS an unusual story. . 


° and food for 


thought: 





A woman living in New York temporarily 
(with permanent home in Chicago), on 
December 18 last mailed a Christmas Card 
to the daughter of an officer in the Light- 
house Service in Nassau, Bahama Islands. 
She placed her Chicago address on back 
flap. 


On May Ist she received in New York 
(forwarded from Chicago) the Christmas 
Card in its envelope. Stamped in purple 
ink on the front was “ZURUCK POST- 
SPERRE.” Written in blue-penciled Ger- 
man handwriting were instructions to re- 
turn. On the back, sealing cut where en- 
velope was opened, was the censor insignia 
of the German Government. 


The long arm reached to within two 
hundred miles of Miami. 


ANNOYING 


REPORTER CHET SLOANE, A. M. of Parents” 
Magazine, New York, sent us a self-mailer 
advertising automobile insurance with this 
comment: “I don’t know why the enclosed 
annoyed me so, but it did.” 


It annoyed this reporter, too, for several 
reasons. A wide band of pale blue on the 
outside fold bore the caption, in white, 
“HAVE A PENCIL—BUT—” That left us 
cold at the start. Inside the “BUT” was. 
repeated, followed by “sharpen this pencil 
before you buy any automobile insurance.” 
And there was a minute red pencil, at- 
tached by cord. First paragraph of the 
copy read, “After you have it sharpened, 
call us in. We'll gladly give you our figures. 
on the very best automobile insurance deal 
we think you can find.” That left us still 
colder. 


Pencils have been attached to mailing 
pieces before to good advantage, but a 
pencil per se cannot do a selling job; it 
must be accompanied by the right kind of 
copy. 


> 











HAS IT COME TO THIS? 


THESE ARE DAYS of hysteria and exaggera- 
tion. The din from pencils and typewriters 
is terrific. We think that the high or low 
of something or other was reached in the 
following paragraphs taken from the lead- 
ing editorial in May 23rd issue of the New 
York Mirror. Title of editorial—*Wanted 
—An End to Uncertainty.” 


“If a boy and girl want to get married; 
if a father wants to send his son to col- 
lege: if a young man wants to start a new 


business: 


“If a manufacturer wants to add a new 
product to his line; if a wholesaler wants 
to take on more salesmen; if a producer 
wants to plan a new movie; 


“If a young wife wants to have a baby— 
every phase of American life must submit 
its future to this question: ‘What’s the 
good word from Washington?’ 


“Disruptive uncertainty, haunting appre- 
hension have done more to undermine the 
security of America than any ‘Fifth 
Column’ could do.” 


That ain’t the way we heard it, Mr. Editor! 
Boys and girls have been going to college, 
getting married, having babies, going into 
business, etc., etc., just about the same as 
usual . . . without asking Washington or 


The Mirror. 


If we expect our statesmen and our peo- 
ple to show some good sense—let’s have 
some good sense in our editorials, if we 
have to have editorials. 


THAT COLOR QUESTION 


REMEMBER ... during the first year of The 
Reporter, we had considerable discussion 
and good humored arguments over the 
question of printing in two colors and 
neither one black. Just found two more 
good examples which should be added to 
the files. The May issue of The Case 
Eagle, house magazine of the J. I. Case 
Company, Incorporated, Racine, Wisconsin, 
is printed in two colors, green and orange. 
Halftones and type matter are in duotone 
green. Decorations and border in orange. 
A good-looking job. 


The New Haven Railroad have a four 
page (folded off-center) circular printed 
in blue and red. The off-center fold show- 
ing a strip of the red printed inside gives 
the two color effect to the front cover. So 
maybe there is some sense to this argument 
for two colors with neither one black. Let’s 
have some more of it. 


6 





would an American Consulate last in Berlin if that Consulate tried to mail 
even a hundred letters undermining the high priest of the Nazi kingdom 
of horror? 


We may not be officially at War with Germany—but they are at War 
(and laughing about it) with us ... in our own mail. 


The German Library of Information is selling a false and diseased 
product. It does not deserve the right to use the unequalled facilities of the 
United States Mail. The German Library of Information should be declared 
a FRAUD. It should be barred from the use of the mail. 


THE NEXT STEP 
Something should be done at once to prevent the German Government 
using The United States Printing Plant at Washington as a means of dis- 
seminating Nazi lies. Can you imagine that happening in Germany? 


Did any of you know that a Congressman introduced into the records 
excerpts from “Facts in Review” issued by German Library of Misinforma- 
tion? Reprints were made of the Congressional Record and mailed. “Ob- 
structionist Congressmen” in Washington have delivered speeches opposing 
our F.B.1. efforts to clean out “fifth columnists” . . . speeches of obstruction 
Facts in Review.” These 
speeches are reprinted from Congressional Record (at ridiculously low 


which sound very similar to the rot printed in 


charge) and mailed under frank. These reprints bear the Great Seal of 


the U. S. A. They look authentic. 


Would you like to read a recent report given to your reporter by one 
of our investigators on the fraudulent use of mail? Here it is: 


“We are suckers for propaganda. Nazi propagandists and their American fellow 
travellers not only find the United States wide open for Nazi propaganda, but also they 
can look for active cooperation from their friends who enjoy the facilities of Congress 
and of the United States Post Office. A friendly Congressman read whole pages from 
a very dull German propaganda magazine “Facts in Review” into the Congressional 
Record. Had he picked out informative news it might have made good reading. But 
he simply read in run-of-the-mill news several weeks old of no possible interest to 
anybody. This trash went out under Government frank with the Government seal at 
the top. 


Another recent blast in the Congressional Record, widely distributed, was a demand 
for impeachment of Roosevelt and for recall of Bullitt, incidental to the purported 
disclosures in a German White Paper. Imagine the German Official record running a 
speech advocating impeachment of Hitler! 


These Nazi fellow-traveller Congressmen can be counted on to strike the current 
note dictated by Nazi propaganda. For a long time one of them took the position that 
the Nazis’ activities could not be of any possible menace to American interests. He 
opposed our national defense. Now with sentiment strong for armament, he comes out 
for defense. But his brand of defense is to grab British and French territories in the 
Americas. He also has his speeches printed in the Congressional Record. These he 
distributes by the ton via the Congressional Record and the Government Printing Office, 
postage paid, at a total cost to him of some $20 a thousand. 


Other tie-ins between pro-Nazi Congressmen and Nazi propaganda organizations 
come to light in their interchangeable mailing lists. People who apply for information 
from one Nazi source, find themselves on the mailing lists of the others. The common 
pool at present comprises: Washington Congressional Contacts, the German Library of 
Information, and the American Fellowship Forum. This is how they work their mailing 
list. A man asked to get literature from the German Library of Information, but hap- 
pened to write his name rather illegibly and began receiving literature with his name 
misspelled. Within a week, with the same misspelling, he received speeches from one 
of the fellow-traveller Congressmen, as well as literature from the American Fellowship 
Forum. The latter, purportedly a 100% American organization, has as its slogan—*Pros- 
perity.” The organization is, however, 100% Nazi inspired in its policies, and takes its 
orders from the Germany Embassy and from the German Consulate in New York City.” 


THE REPORTER 














What can be done to stop this fraudulent use of the Congressional 
Record and the mail? Nothing, we suppose, except an actual declaration 
of War. In these days of undeclared wars and transgressions—we might 
be unique by declaring War and then not going into physical warfare. We 


could at least clean out traitors in our own ranks. We could clean up 
the mail. 


ANOTHER STEP 


We must have some form of censorship of foreign mail and shipments. 
Germany is flooding this country with packages of propaganda printed in 
Hamburg. Your reporter has a sample packet. Eighteen 81 x 11 sheets 
printed on both sides, are loosely stapled together. Each individual page 
presents a separate topic. Fifty of these stapled sections are included in a 
package. Packages are routed through Siberia to circumvent British Block- 
ade. Packages are sent to Nazi fifth columnists in this country. They deliver 
or mail individual sheets—selecting topic they believe will interest individual 
recipient. There are attacks on Roosevelt; hatred for America; stupid justifi- 
cations of the acts of murder and aggression. 


Some of these packages have recently been smuggled in from Italy— 
but are marked via Siberia . . . to show Russian cooperation and a tie-in 
with communists. 


This avalanche should be stopped. Let the F.B.I. and the Post Office 
kill it for any reason. Manufacture a reason. Even . . . that it competes 


with the “loyal American” printers who are handling the German printing 
here. 


Incidentally . speaking of mail from the outside. A fellow named 
Dietrick is attached to the German Consulate in Mexico City. He is a 
known Gestapo agent. His job is to coordinate Nazi and Communist work 
across our Southern border. He conducts an extensive campaign by mail 
from Mexico into these United States. He should be stopped. 


ANOTHER STEP 


Most of the travel bureaus operated by “warring” nations have been 
closed. The German Railroads Information Bureau is still open. And for 
a reason. This information office at 11 West 57th Street keeps up contact 
with some 2,000 Travel Agents in the United States and has also special 
lists, such as members of stock exchange, professional men, etc. It is reported 
that several American Advertising Agencies are employed to handle the 
propaganda. 


Latest six page processed bulletin in possession of your reporter is 
dated No. 32 May 18, 1940. Purpose is obviously to show the glamorous 
and powerful state of affairs in Hitler’s beautiful kingdom of love, laughter 
and life. It reports on sports, theatre, music, education, economics, science 

. even religion. Reading the reports of finance, agriculture and “culture” 
one would get the idea that noble Germany is intent on nothing but the 
opposite of butchery, murder, and world disruption. These railroad bulletins 
are part of the planned propaganda to lull America into fear or acceptance 
of the super-power of Hitler. The copy is alluring. It is deceptive. It 
should be barred from the mail. We appeal to the Post Office for a fraud 
order. No commercial organization in America could send out deliberate 
lies and deceptions. Why allow a foreign government—unfriendly to the 


U. S. A.—to do it? Why? 


(Keep on ... not through yet) 
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SPEAKING OF PROPAGANDA 


HERE IS an advertisement which appeared 
in The New York Herald-Tribune (and 
several other papers) on Saturday, May 


18th. 
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We print it because it gives us the op- 
portunity to let you chuckle, along with 
us, at some of the beautifully worded para- 
graphs contained in a letter written to the 
Editor of the New York Herald-Tribune 
by a friend of The Reporter: 


“Unfortunately my great grandfather was 
not an American Indian—nor did any of 
my ancestors come over in that boat with 
the rubber sides, “The Mayflower’—I don't 
bleed ink—and I think it’s a pretty good 
idea to practice the virtues of brotherly 
love and kindness whether they be preached 
by one’s Catholic Priest, one’s Protestant 
Minister, or one’s Hebrew Rabbi. All of 
which only adds me up to a mediocre 100% 
American. 


“Being just an ordinary 100% American 
I find it most difficult to understand why 
some particular hole in the wall called 
‘Smallwood’ should have the need for 
‘Troopers in uniform’ to ‘guard against 
outside intrusion all year. What’s going 
on in Smallwood that calls for the protec- 
tion of troopers in uniform? 


“IT might also ask—what are the ‘restric- 
tions in this particular case? It may be 
that the fit of nausea I’ve been suffering 
since reading this piece of ‘smallness’ 
from Smallwood has been all for naught. 
Some enlightenment along these lines 
might set me more at ease.” 


No enlightenment received. 











AN INFORMAL APPROACH 


EVER SINCE we began to receive “The Re- 
porter” I have noticed your, frequent men- 
tion of house publications and that you 
would like to have a complete list of these 
if possible. 


I don’t want to go as far to call our 
multiple-page bulletin a house publication, 
but it is at least an informal approach, 
presenting a variety of ideas and develop- 
ments which we hope will stimulate some 
thinking along lines that are helpful and 


progressive. 


These are adapted from various news 
sources, and if you will look at the third 
page you will notice how I have used your 
report on the Green Brier Hotel honey- 
moon piece. Since we are in the business 
of manufacturing and marketing certain 
printing equipment such as feeders, fold- 
ers, etc., we try to adapt our comments 
in that direction as much as possible with- 
out, we hope, being boring. There are of 
course many different news bulletins being 
distributed today but so far as I was able 
to find out, none of these separates reports 
and the comments as we are attempting to 
do. Should you know of anyone who is 
doing this, I should certainly be interested 
in finding out just what form they have 
adopted. 


N. B. Bjornson 
Dexter Folder Company 


Pearl River, N. Y. 


Reporters Note: Hope you will hear 
from some of the other informal experts. 


HERE COMES THE BRIDE 


THE NBC BLUE NETWORK has issued a time- 
ly, beautiful and logical promotion piece 
built on the theme of the old wedding 
rhyme: “Something old, something new, 
something borrowed, something blue.” A 
93,” x 12%” booklet, with pale blue glossy 
cover presents the rhyme. Inside, in a 
hand-addressed envelope, is this engraved 
invitation: “Mr. and Mrs. NBC Blue Net- 
work request the honour of your presence 
at the marriage of their medium Radio to 
More Product Sales from Coast to Coast 
throughout the entire year.” Follows the 
application of the wedding rhyme to the 
NBC Blue Network. Left hand pages 
carry photographs that illustrate the rhyme 
in the usual sense; right hand pages. 
cleverly laid out and with an effective use 
of blue ink for headings, give the NBC 
Blue Network story. A_ beautiful piece 
that should do a beautiful job. 
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OTHER STEPS 


There are other steps which soon must be taken. Most of them are just 
plain common sense . steps which will clean out those who wish to 
destroy this government. We have not mentioned the Communistic propa- 
ganda in our possession. Most of it is so “corny” it doesn’t deserve serious 
attention. The German propaganda is professional, intensive, and dangerous. 
The Communistic propaganda is mostly immature, sometimes laughable. 


The Communists are working through the schools. Students are deluged 
with cheap sheets urging adherence to the Student Alliance, The American 
Student Union, or the Students Christian Movement. Students are told to 
defeat the “war-mongering plutocrats.”. The Anti-War motive is the hook. 
“The Yanks are not coming” is the current slogan. Hitler and Stalin must 
not be hindered by any help given to the Allies by the U. S. A. 


Reports coming to The Direct Mail Center indicate that students are 
handling the situation nicely. Three Communist distributors were mauled 
and “egged” on a certain University campus last week. But the students 
are upset. . 


There are other steps “short of war” which might be taken. The 
American Legion might have a good time holding their annual convention in 
several hotels in New York which are acknowledged hangouts of the Nazi 
agents and their “American” friends. There the propaganda is hatched, 
cultured, nurtured, or whatever it is they do to further the rotting process. 


There are individuals who should be stopped . . . but the F.B.I. is 
having its “chains” removed, thanks to Walter Winchell and other crusaders 
who are not afraid to tell the truth. One former high stepper in Advertising 
Circles was a leader in an American Patriotic Organization (definitely work- 
ing for the Nazis) . .. but his wings have been clipped and he is on the 
skids to oblivion. 


The net should be drawn tight around the individuals cooperating 
with the Nazi efforts to disrupt America. The F.B.I. knows the leaders. 


Your reporter is keeping his eyes peeled for all the evidence of efforts 
being made to use the mails to bring Germany into world power. Following 
interesting item just received from one of our investigators: 


The German Government proposes to bring out the American Diplomatic Indiscre- 
tions in Poland part of the White Book through a private publisher in this country. 
The translation in English has already been completed. Preliminary negotiations have 
been completed. The publisher, however, is of the opinion that there should be a 
preface by a prominent American historian. Bernadotte Schmitt (University of Chicago) 
and Bernard Fay (Harvard University) have both declined. Fay refused because he 
said he had no opportunity in the short time available to check the authenticity of the 
documents. The publisher expects to make his profit on the original subsidy from the 
Government. It has not been decided yet whether he will go ahead with the book even 
though he doesn’t find a historian of sufficient weight to write the preface. 


It might be well, as another step, to investigate some of the newspapers 
that are so friendly to the Nazi cause that they print and emphasize the 
material ground out from 17 Battery Place, New York City. 


The world is in a sorry mess. A maniac, aided by other abnormal 
maniacs, has for years planned an amazing blitzkrieg which involves not 
only monstrous weapons of warfare, but which includes the most stupendous 
advertising (fear appeal) effort ever conceived. 


Those of us who love America—its freedom, its beauty, its bigness, its 
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peace . . . should know now that there is no compromise with lust, murder 
and brutality. You can’t stop a mad dog with kid gloves. 


The mad dog is trying to poison gas us too—partly with a mail cam- 
paign of huge proportions. Let the Army and Navy prepare for physical 
attack (and praise be they are better prepared already than a lot of people 
think), but first let us stop the mail attack. 


The German Library of Information, backed by the German Govern- 
ment, is using the United States Mail to defraud, dupe and dope the Ameri- 
can public. 


Because I have devoted my business life to promoting and nurturing a 
legitimate use of the mails; because I love this country; because I hold 
. that we here highly resolve that these 
dead shall not have died in vain—that this nation, under God, shall have a 
new birth of freedom, and that Government of the people, by the people, 


sacred those words of Lincoln: 


for the people, shall not perish from the earth.” . . . because of all this, and 
for many other reasons .. . I urge the Post Office and this Government to 


issue a FRAUD ORDER against the Government of Hitler’s Reich. 
A Closing Note: REPORTER readers who wish to cooperate in this 


effort to rid the mails of a menace to America are urged to do the following: 


(1) Watch your mail for evidence. 


(2) Write to Post Office officials in Washington and give them your 
views, 

(3) Get on the mailing list of the German Library of Information 
(as long as it remains open) under an assumed or misspelled 
name ... and then watch your mail carefully for evidence of 


ee 


“congressional” or “patriotic association” use of same list. 

(4) Send your evidence to F.B.I. at Washington, D. C. Don’t send 
or give it to any local authorities or groups. Don’t send evi- 
dence to THE REPORTER—but you are invited to give us 


your suggestions for fighting the WAR in the Mails. 


(ae oe ae O F DIE Su sz 


Last issue of Paper on Parade—that excellent (and too-often mentioned ) 
publication issued monthly by the Howard Smith Paper Mills, Ltd., Mon- 
treal—gives an explanation of seven types of die cut which we are reprinting 
here for the benefit of the many readers who are interested in this subject. 


1. SHAPED PIECES—The entire piece is die cut into some definite shape such as an 
oval, heart, diamond, animal, or, it may follow the outline of the principal illustration. 
2. PARTIALLY SHAPED—Only part of the piece may be shaped or only one or iwo 


pages, the other being in the regular format. 


3. WINDOW CUTS—lIn these, areas of one page are cut away so that something on 


another page can be seen. 

4. CARRIER—In these the piece is slotted to hold a little folder or something apart 
from the piece itself. The die cut acts essentially as a means of carrying the 
additional unit. 

5. POP UPS—Include those designed so that a folded area pops up when opened, and 
others of a more elaborate nature in which a scene in several planes erects itself 
when opened. 

6. TUCK INS—A die cut tab fits into a slot so as to hold the piece shut. These devices 

are often combined with the other styles. 

NOVELTIES—tThere are a host of these, ranging from tricky folds to ingenious 

devices, which cause something to move or change colour when opened. They are 

most!y stunts and should be used with discretion. 


~] 
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“NOTES TO YOU” 


THAT Is the title of a 644” x 414” booklet 
about the Schaum Piano School, Milwau- 
kee, Wisconsin. The title appears in white 
on the bleed cover that shows a lovely lady 


seated at a piano. Eight pages and the 


a Notes To You 


© (ABOUT THE SCHAUM PIAND SCHOOL) 


back cover explain, with photos and copy, 
the facilities of the School, the kind of 
pupils who study there, and the qualifiea- 
tions of the faculty. <A good example of 
telling the story of a school simply and 
well, in a way that will appeal to pupils 
and parents. 


ADVERTISING ON 
ENVELOPES 


AFTER READING the item in the left hand 
column on page 6 of your April 1940 num- 
ber you might be interested just as 4 
matter of information that we too use the 
backs of our envelopes to carry advertising 
and also our subscription acknowledgment 
orders. Samples of both are enclosed. 

Records over the years indicate that we 
can expect $1.00 worth of orders for every 
thousand reply envelopes used and these 
reply envelopes are used for every con- 
ceivable purpose—getting in renewal sub- 
scriptions, collecting bills, asking for in- 
formation, with catalogs, and with special 
promotions on certain publications other 
than the magazine. 


On the acknowledgement of subscriptions 
cards we can average $1.00 per hundred 
cards used. 


While we are not fortunate enough to 
be in something which is repeating monih 
in and month out when it comes to sales 
we think we have picked up quite a few 
extra dollars when you consider that we 
are selling a once a year proposition. 


Paul Goward, Business Manager 
School Arts Magazine 
Worcester, Massachusetts 


Reporter's Note: Thanks for the tip, 
Paul. The Reporter starts advertising on 
its Reply Envelopes immediately. 











SHOP TALK 
I FIND EVERY issue of THE REPORTER 


quite interesting, but I especially enjoy the 
reports of actual results of various test 
mailings. You might be interested in re- 
sults we obtained on two letters. 


Letter No. 1 was mailed to approxi- 
mately 1,300 graduates of our College of 
Engineering, who were not members of the 
alumni association on January 10. Enclos- 
ures were a membership form with a con- 
densed outline of the association’s program 
on the back of it; a blank form for alumni 
news items for our magazine; a biographi- 
cal information blank for the permanent 
alumni file; and a business reply envelope. 
All this went for one cent in a postage 
saver envelope. The follow-up letter went 
out about ten days later. So far we have 
received about 4.6% of new memberships 
from the letters, and between 15 and 20% 
return on the biographical information 
forms. We received fifty-nine $3 members 
and initial payments on two $60 life mem- 
berships, or a total return within six weeks 
of about $300 (assuming we will collect 
the remaining installments on the two life 
memberships, which is a pretty good bet). 


I don’t think our results are particularly 
good considering the favorable list we have 
to work with, and the special appeal we 
were able to offer this particular list; even 
so, it was certainly a financial success. 


Perhaps the most interesting thing we 
learned was that the replies did not quickly 
reach a peak and then stop. The new 
memberships have come in steadily at the 
rate of one, two, or three a day, and I 
think five was the most we ever received 
in one day. The new memberships were 
coming in about as rapidly a month after 
mailing as they were at the end of the 
first week. 


This seems to be some rather pointless 
shop talk, but at least it demonstrates to 
you that we find your magazine interesting 
and are attempting to utilize the many 
ideas found in it. 


Roscoe Cate, Editor-Manager 
Sooner Magazine 

University of Oklahoma Association 
Norman, Oklahoma 


Reporter's Note: Shop talk such as yours 
is always interesting to Direct Mail people 

. even though we don’t have room to re- 
print your really fine letters. You can 
probably supply extra copies to Alumni 
Secretaries who spot this item. The maga- 
zine circulation fellows would hand you 
a palm for your percentages. 
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HURRAH FOR WILMER 


Somewhere in the office of NEWSWEEK, or hovering within calling 
distance of their promotion department, is a man who knows how to sell 
space with words. His name probably is not Wilmer, but that is the name 
he has given his brain-child and mouthpiece in a book, about 11” x 11”, 
entitled “Wilmer Wants to Quit.” The larger part of each page in this book 
is devoted to orange and black cartoon illustrations. Copy is brief and a 





relief to read. It begins: “Wilmer works at our shop. He’s not a Starch. 
He’s not a Gallup. Wilmer is just Wilmer. You say ‘market’-—Wilmer thinks 
of meat. You say ‘circulation—Wilmer feels his heart; and that’s pretty 
silly, because the one thing you can say about Wilmer is that his heart is 
in the right place. 


“But Wilmer doesn’t think he is in the right place, and now he wants 
to quit.” 


There follow the reasons why. It seems Wilmer was sent to count the 
noses of the people reached by NEWSWEEK. The way he counts these 
noses—and then the mouths of people who talk about NEWSWEEK, and the 
ears of the people who listen to the people who talk about NEWSWEEK— 
would win the approval of any advertising space salesman, and cannot help 
but please the space buyers who get too many unadorned figures. All of this 
leads logically to the editorial and circulation facts about NEWSWEEK. We 
leave Wilmer wanting to subscribe to NEWSWEEK (because of the high 
average income of its subscribers), and then, since they won't let him sub- 
scribe, trying to advertise in it “because these are the people for an adver- 
tiser to reach.” 


A fine presentation of facts dressed up in fiction to appeal to both the 
statistical and the human side of the prospective buyer of space. It’s so good 
we hate to add a jarring note with a criticism, but one little thing about it 
bothered us: Being so impressed with Wilmer, we wanted to call up NEWS- 
WEEK and congratulate them . . . but nowhere in the book was the phone 
number (or address) listed. Naturally, we were too busy to look it up— 
and so might an advertiser be. 


In spite of reports that mail order returns were suffering from war 
hysteria, your reporter made a 5000 mailing on The Direct Mail Course on 
May 27th. A copy of the four page circular which accompanied the two 
page (formula) letter is bound in the center of this issue following 
page 16. In spite of everything . . . everybody seems to like (and profit by) 
The Direct Mail Course. 
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A VERSATILE SALES MATE 


The versatility of Direct Advertising in association with other media 
will be stressed in the discussions to be held at the 23rd Annual Convention 
of the Direct Mail Advertising Association at the Chalfonte-Haddon Hall 
Hotel, Atlantic City, New Jersey on October 2, 3, and 4th. 


Prominent users of Direct Mail Advertising will show how they use the 
medium to capitalize fully on the promotional power of other media—Radio, 
Newspapers. Magazines, and Business Papers. 


Popular Departmentals 


Departmental sessions will be held during the 3 day Convention cover- 
ing important subjects such as Letters, Direct Selling, House Organs, Public 
Relations and others. 


This 1940 DMAA Convention, marking a departure from tradition in 
that it will be held in a resort city, will probably be long remembered by 
delegates and visitors as the “Fun and Frolic” Convention. Under the direc- 
tion of DMAA members Adrian Phillips and Nancy Burke of Atlantic City, 


there will be recreation galore for the delegates. 


Convention costs will be nominal—a charge of $14.00 covers the Regis- 
tration Fee for all sessions, the opening luncheon and the annual banquet. 
A special price of $12.60, representing a saving of 10%, will be offered all 
convention delegates who register and purchase tickets in advance. The 
Registration Fee, (exclusive of luncheon or banquet tickets) will be $7.50, 
while individual departmental tickets, good for admission to any single 
Convention session, will cost $1.00 each. 


1940 Direct Mail Leaders Contest 


At the Annual Convention Banquet, on Thursday evening, Ociober 3rd, 
announcement will be made of the winners in the “1940 Direct Mail Leaders” 
Contest. 


Entry blanks and rules for this “Leaders” Contest will be published 
in the next issue of THE REPORTER. Simultaneously the DMAA will 
forward invitations to several thousand business organizations in the United 
States and Canada, inviting their participation in this annual contest to 
select the fifty best Direct Mail Campaigns of the year. 


This Contest is open to all users of Direct Mail Advertising. The clos- 
ing date for entries, limited to specimens used during 1939 and up to August 
15, 1940, is 5:00 P.M., September 7, 1940. Producers, with their clients’ 
permission, may enter campaigns prepared for their clients. Four silver 
cups will also be awarded for excellence in various divisions of the Direct 
Mail field—in addition to the awarding of the Fifty Winning Certificates to 
both Users and Producers. 


Roy Dickinson, president, Printers’ Ink Publishing Company, is Chair- 
man of the Board of Judges for the 1940 Direct Mail Leaders’ Contest. He 
will be assisted by four other Judges, prominent in the direct advertising 
and selling fields, whose names, as usual, will be announced at the close of 
the Contest. Richard Messner, DMAA Vice-President, who served as chair- 
man of the 1939 Leaders’ Contest Committee (incidentally, the most popular 
ever sponsored by the Association) will serve in the same capacity for the 
1940 event. 
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TRASHY ENVELOPES 


I WAS VERY much interested in the para- 
graph on page No. 5 WHAT'S THIs. 


There is one peculiarity about the larger 
part of Direct Mail Users from my ex- 
perience as an envelope salesman and that 
is—they will exercise the greatest amount 
of care about the stock, typography, color 
of ink and Lord Knows what else about the 
contents going into an envelope, but at the 
same time they yell “price” so loud, that 
they get the cheapest, trashy envelopes to 
send out some of their direct mail. 


This may sound rather strong coming 
from an “envelope manufacturer,” but they 
are my observations over a period of a 
great many years—and, some day when you 
have some space you need to fill up, why 
don’t you have an article put in along these 
lines? You can quote what I have said 
above. 


A. Sykes, 
General Paper Goods Mfg. Company, 


Brooklyn, New York. 


Reporter's note: Why should I write an 
article when you express it so well? And 
you are right. I was interested in a recent 
test conducted by Field-Ernst. In order 
to convince a client about different grades 
they mailed clients’ literature in seven 
different envelopes to. D.M.A.A. headquar- 
ters, New York. I acted as one of judges 
on this end. The envelopes were remailed 
to San Francisce The experiment came 
out just as you would expect. The cheap 
envelopes were ripped or banged up. The 
good envelopes went through swell. Let’s 
keep trying. Don’t give up. 


“DIRECT MAIL IS AN ART” 


THAT WAS the title of an exhibit staged by 
Lobel-Williams Printers, Inc. at the Archi- 
tectural League, New York City, starting 
Wednesday, May 29. The invitation Lobel- 
Williams sent out for this showing cer- 
tainly proved the title. It was a 7” x 7%” 
piece of celluloid with dry embossed de- 
sign and the lettering was printed in white. 
Mailed in a _ heavy white, grey-lined 
envelope. 


The exhibition was excellent. Most of 
the samples shown were rich pieces used 
by quality stores, and deserve prizes for 
originality, artistry and realism. A display 
of all the steps involved in the creation 
and production of a simple announcement 
admirably proved the point that Direct 
Mail is an Art. We are adding many of 
the examples shown at this exhibition to 
our permanent display at The Direct Mail 
Center. 
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GOOD INSTITUTIONAL 
ADVERTISING 


THE BAUSCH & LOMB Optical Company, 
Rochester, New York, has issued a new 
publication, “Milestones in Optical His- 
tory,” that presents a somewhat unique 
approach to an institutional problem. The 
dignified cover is richly bordered with the 
names of scientists printed in gold. Twelve 
full color reproductions of historical pic- 
tures illustrate the discoveries of twelve 
scientists who have great contributions to 
optical science—from Alhazen to von Helm- 
holtz. Only four pages of the 34-page 
booklet are devoted to the Bausch & Lomb 
story. The piece was designed for the use 
of users of Bausch & Lomb Lenses and 
Spectacle Frames and for reference and 
teachers’ use in high schools and colleges. 
It is a rejuvenation of the twelve pictures 
which Bausch & Lomb have been using 
with great success as displays. Deserves 
some sort of prize for interesting, dignified, 
and beautiful presentation of a company 
and its products. 


THAT QUESTIONNAIRE 


LAST MONTH we printed an excellent ques- 
tionnaire for House Magazine Editors 
(pages 22-23). We could not give credit 
because no name appeared on copy we 
found in our mail. Fred Lackens, Adver- 
tising Manager of Hays Corporation, Mich- 
igan City, Indiana, tells your reporter: 


“This questionnaire was prepared by 
Russell T. Gray, Inc., Advertising Agency 
of Chicago, for use in the Clinic on the 
subject of House Magazine in connection 
with the N.I.A.A. Regional Conference 
held in Chicago on April 19th.” 


So ... Russell Gray gets the credit, plus 
high praise. 


BRINGING BROADWAY 
TO MAINE 


LAKEWOOD, the summer colony at Skow- 
hegan, Maine, is ‘ustly proud of its sum- 
mer theatre, the type of plays produced 
there, and the kind of people who seek out 
and appreciate its community. They can 
also be proud of the way they present the 
advantages of this summer colony in a 9” 
x 12” booklet entitled “Lakewood—Bringing 
Broadway to Maine.” Filled with photo- 
graphs artistically laid out, the story of 
Lakewood is beautifully and dramatically 
told. A fine example of summer colony 
advertising. 
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A LESSON IN LETTER WRITING 


An interesting development in The Direct Mail School was the ready 
acceptance by the students of simple formulas for correcting their own let- 
ters. Perhaps THE REPORTER should conduct a monthly forum wherein 
we can correct letters by formula (or otherwise). It might not interest the 
old timers. No two people would agree on the corrections, but we might have 
a lot of innocent fun. 


Here is a letter brought to the last session of the Direct Mail School 
for criticism and correction: 


Dear Neighbor: 


Let the breakfast dishes go for awhile. . 
got to tell you. 


. and the marketing wait for what I’ve 


Now look around the room. Doesn’t it need Something? Isn't there a space that 
seems empty ... but you don’t quite know what it needs? I'll bet a mirror would 
fix it! “ 


You know a mirror is a cure-all for almost every decorative ailment. It gives light 
where there is actually little light. If your living room is small, a mirror in the right 
place will make it seem spacious. Mirrors make a room b-r-e-a-t-h-e. They give a feeling 


of elegance and luxury . .. a certain “lift” to an otherwise monotonous arrangement. 


You should hear my friends rave about the clever things I’ve done with mirrors in my 
own home! 


Mirrers cost very little to use, too. But, of course, in buying mirrors (as in buying 
everything else for your home) you should go to a Specialist. 


The Southside Glass Company are Glass and Mirror Specialists. Neighbors will 
tell you we’ve had our shop in Blankville for the past 18 years on the same site—and 
our reputation for honest low estimates and first class work is known from one end of 
Long Island to the other. We'll gladly analyze your special problem with an Interior 
Decorator’s insight and offer you' the best and most economical solution. 


Let me send a representative to call. There is absolutely NO obligation. The 
enclosed card needs no postage. Mail it today! 


Criticism: Well, it was admitted that the letter did not pull. Maybe 
people are not interested in mirrors. But let’s assume they are and change 
the letter around to make it better. 


At first glance, it’s a well written letter . . . but 


1. Why use that “Dear Neighbor” opening when the mail order 
fellows found that a “sizzle heading” pulls better? 


2. What is the sizzle in the letter? There is a possible sizzle down 
in the ninth line—“Mirrors make a room b-r-e-a-t-h-e.” Let’s try 
that, unless we can think of something better. 


3. The present first paragraph is overly intrusive or impertinent. 
At least, your reporter does not like it. We doubt if many women 
would like it. 


4. The rest of the letter is fairly good. The action closer could be 
improved. The arrangement could be improved to follow the 
old “picture, promise, prove, push” formula. That last line in third 
paragraph is interruptive and unnecessary. The letter lacks real 
proof. 


Without trying to change the sales appeal, let’s remold the letter: 
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The heading: 


Mirrors will make your rooms b-r-e-a-t-h-e. 
Picture: 


Look around your room, Neighbor. Does it need something? Is 
there a space that seems empty? A mirror might fix it. A mirror 
might make that room expand and b-r-e-a-t-h-e. 


Promise: 


A mirror is a cure-all for almost every decorative ailment. It gives 
light where there is actually little light. If your living room is small, 
a mirror in the right place will make it seem spacious. A mirror gives 
a feeling of elegance and luxury . . . a certain “lift” to an otherwise 
monotonous arrangement. Mirrors cost very little, too. Of course, in 
buying mirrors (as in buying everything else for your home) you 
should go to a Specialist. 


Prove: (This is where original letter was weak.) 


Neighbors will tell you we’ve had our shop in Blankville for the 
past 18 years on the same site—and our reputation for honest low 
estimates and first class work is known from one end of Long Island 
to the other. 


(Now—insert here the names of a few prominent families for whom you 
have done work. Put in real proof that you desire to furnish proof. Then 
comes action: 


Push: 


One of our representatives will visit your home at your convenience. 
There is absolutely NO obligation. The enclosed card wiil bring this 
specialist to you. The card needs no postage. 


Final suggestion: 


Put a short P.S. at bottom left. We wont attempt to write one 
here. Restate the heading in different words—or make some statement 
of a special value or an attractive inducement. 
bargain or premium, make it a definite offer. 


If you have any 


See? It’s all very simple. We print this case just to show that you 
can use rules of reason to correct and improve your letters . . . any kind of 
letters. Make your letters believable and apply that elementary formula. 
Put your prospect in a picture—a worthwhile picture for him or her. 
Promise that your service or product will help to create or make true that 
picture. Prove conclusively that you or your product can carry out the 
promise. And finally, push for some definite action . that is, tell the 
prospect exactly what to do to get into the picture. It may sound like 
kindergarten stuff to some of you . . . but good grief, it works. 


SUPPLEMENTARY LESSON 


After twenty some years in Direct Mail, and after examining thousands 
of letters, the conclusion is inevitable. The worst and most prevalent fault 
in all business letters is—the preceding of a direct assertion with an un- 
necessary preamble phrase. The simpler the thought, the harder it seems 
to express. For instance, the writer wants to say “Our camp is located in 
the pure air of such-and-such.” Instead, he starts off, “You will find that 
our camp is, etc.” Or the letter starts, “You will agree with us, we are 
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A GOOD MAILING LIST 


LEONARD LYONS, writing a column called 
The Lyons Den in the New York Post, 
had the following interesting item in the 
May 28th edition. 


We'll trust to luck that Leonard Lyons 
has no objection to our use of this para- 
graph from his always interesting column: 


“Jim Ferguson, whose wife, Ma Fergu- 
son, again is a candidate for Governor of 
Texas, is the possessor of the best mailing- 
list owned by any American politician, and 
will use that list as his first weapon against 
Gov. O’Daniel’s homey radio-campaigning 

When the Fergusons occupied the 
State Mansion, Pa Ferguson kept every 
letter he received from his constituents— 
letters to which he replied, personally, in 
longhand. To cement this relationship, he 
employed a staff to check with the obituary 
columns, to avoid the embarrassment of 
addressing political pleas to citizens who 
have died, and also to send, in longhand, 
letters of consolation to the bereaved 
families—families which, in the new cam- 
paign, will not forget such touching 
thoughtfulness.” 


STREAMLINED CATALOGUES 


TWO CATALOGUES of the Carter’s Ink Com- 
pany, Boston, Massachusetts, deserve some 
sort of prize for presenting office supplies 
in a thoroughly interesting and artistic 
fashion. Both are a convenient 812” x 11” 
size, well printed on heavy coated stock. 
Bleed covers show attractive girls and at- 
tractive displays of Carter products in 
planned photos that use glamor to enhance 
the product rather than to detract from it. 
Inside pages reveal an understanding of 
the products, their uses, and what the con- 
sumer expects from them. Modern, artistic 
layout, good typography, clear, humanized 
copy makes two catalogues we are glad to 
add to our permanent file. 


ADVERTISING ON ENVELOPES 


HERE IS another recent example of using 
the envelope for advertising purposes. The 
Phillips Packing Company, Inc., Cam- 
bridge, Maryland, used the smooth (or 
customary front) side of their business en- 
velope for a colored reproduction of their 
plant. On the flap side . . . the corner 
card is printed on the narrow horizontal 
style gum flap. Below that a colored re- 
production of a can of soup and a list of 
the 18 varieties of Phillips soups. 
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BALLOTING BY MAIL 


AN INTERESTING experiment in Direct Mail 
balloting was recently conducted by the 
Village of Bronxville, Westchester County, 
New York. J. C. Leary, Village Clerk, 
very courteously supplied your reporter 
with the full details. The problem was 
to decide whether or not to sell the Village 
Hall. Because the execution of the plan 
did not require the borrowing of money, 
the Board of Trustees for the Village had 
the legal authority to proceed with the 
sale. There were objections, quite a lot of 
agitation. The objections voiced at a pub- 
lic meeting by opponents of the plan did 
not sound or seem valid . .. so the’ Board 
decided to ballot all taxpayers by mail. The 
statement of the problem was very clearly 
put. The ballot was very simple. 517 
people balloted and the Trustees were told 
in no uncertain figures—398 voting Yes 
against 38 No and 81 Blank—that the 
people approved the policy of operating 
the Village on a pay-as-you-go basis. 304 
people approved selling the Village Hall 
property against 208 who opposed. We 
do not know yet what the Village Trustees 
decided to do . . . but it is an interesting 
experiment in municipal management. The 
Direct Mail vote is more conclusive than 
a heated town meeting. The balloting by 
mail is much cheaper than a formal elec- 
tion. It is a trend in the right direction, 
when Trustees (not legally bound to abide 
by a vote) will appeal to all of the people 
to tell them what to do. 


THAT COPYRIGHT BUSINESS 


WE HAVE been helping ourself, frequently, 
to ideas and paragraphs from The Reporter. 


Now that your valuable magazine is copv- 
righted, will it be necessary to secure your 
permission for use of this material? We 
will publish it in bulletins and will give 
The Reporter due credit. 


Max Meyer, General Manager 
Nebraska Credit Company 
Lincoln, Nebraska 


Answer: Go ahead, and use any material 
you want. The only thing that irritated us 
was that another publisher in mail field 
lifted our material without credit—and in 
a way that wasn't “jake.” 


AIN’T WE HAVING FUN (Dept.) 


IT Is reported that B. H. Matthies, of The 
Seymour Products Corporation, Seymour, 
Connecticut is getting quite a lot of mail. 
See page 14, of April Reporter. 
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sure, that when it should start with the word which logically comes 
after the word “that.” 


Your reporter has been travelling around giving “The Facts of Life” 
lecture. In every city we secure samples of local sales letters, and hurriedly 
underline the “we-itis” and “that” preamble phrases and read them to the 
local audience. Here are a few of the underlined phrases from recent 
appearances: 


“If you would at least like to see these wonderful rugs, you'll please 
me a lot by giving me a chance to show them off to you.” (Here the whole 
sentence is bad. It would have been much better to say, “Let me show you 
how wonderful rugs can be.” 


“We hope that the months to come... .” (The months to come “will” 


or “may” or “should” but our hoping won't alter them.) 
s 


“We invite you to investigate .. . (“Investigate .. .: 


“At least allow us to send... .” (Why should we?) 


“May I be granted the privilege of discussing. (“Will you 


discuss. ... ) 


“If you desire a copy....° (If we really desired a copy there would 


have been no need for you to write.) 


“IT am glad to send samples... .” (Maybe you are, but how does your 


prospect feel about receiving them? ) 


“We are in receipt... .” (You should be in the dog house for using that 


dog-eared phrase. ) 


“We are pleased to learn that you are to locate in our beautiful 
39 ee ‘ 
| 


city. (“Welcome to 





99 


ed 


“We take this opportunity to extend... .” (“We extend... .”’) 


“Tl thought you would be interested in. 
that? ) 


(What made you think 


“You will agree with us, we are sure, that the problem of... .” (“The 
problem of... .”) 


99 


“If you wish to send check we will... .” (No one ever really “wishes” 


to send a check—-but they will if it is to their advantage to do so. (Don’t 


ask IF, ask which.) 
“In response to your inquiry, we are enclosing herewith a copy of... . 
(“Thanks for asking for a copy of... . Here it is.’’) 
- recom. ...") 
~ <a ae, cs") 


“We urge you to call upon us whenever we may be helpful to you.” 
(“Call upon us whenever you need help.” ) 


99 


“We are glad to inform you that we can. . . 


“It is obvious, however, that all these. . . 


These are not extreme cases. They are ordinary, run-of-the-mine ex- 
amples. In one city, every example submitted had objectionable or useless 
words or phrases. 


The class is now adjourned—but here is an assignment: Take the 
carbon copies of the last fifty letters you have written. Sharpen your pencil. 
Strike out 

a. Objectionable and useless words and phrases. 

b. Improper arrangement of words and phrases. 

c. Incorrect expression of thought. 

d. Offensive and displeasing words and phrases. 
You'll be surprised! 
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... IS THE WORD FOR IT 





That was such a popular heading in the April REPORTER .. . it can 
be employed as a standard feature whenever we find something that is detri- 
mental to the growth or usefulness of the Direct Mail Industry. 


It’s about time something more is said about the patent situation. These 
patent “experts” may think that we've forgotten all about the subject, but 
we've been quiet because most of the patent fellows have stopped bothering 
the users of the mail. 


We feel just as strongly about the patent situation in Direct Mail as 
when it first exploded. Here are some paragraphs that appeared in 1938 
. .. and we stick to our guns. 
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‘In the interest of truth, your reporter believes that someone should dam the 
increasingly obnoxious flood of patent infringement claims. The printing organizations 
should break up the racket . .. but we are willing to be ‘the goat.’ Printers all over 
the country are paying ‘license fees’ or ‘royalties’ on so-called patented forms which 
no more deserve patent protection than the chirp of a canary bird. 


“Users of direct mail are constantly being threatened with suit by ‘patent owners.’ 


Most of those threatened pay up. . 


. or stop using ... to avoid trouble. 


“A patent expert explains that it is difficult to secure a patent in an established 
technical industry where there are many evidences of prior art. It is easy to secure a 
patent when no prior art has been established. That’s the situation. Some years ago 

. when direct mail was growing up ...a few bright boys started getting patents 
on direct mail pieces. They claimed originality for a trick fold; a slot here, a die-cut 
there .. and the examiners, not finding any prior art, granted patents. It would be 
just as logical to give some advertising agent a patent on a peculiar type of layout for 
a page ad in the S.E.P. 


“Direct Mail should be freed of shackles. Paper is the base of direct mail. Ink is 


the only other necessary material supply. All else is ... in the mind. And there is 


(and should be) no limit to the creative imagination of the mind which plans a selling 
message. No creative mind should be hindered by—I wonder if someone has patented 
that fold’ or ‘can I put a hole or a card here without violating that Do-nothing patent. ” 


The latest patent explosion is a beautiful red covered portfolio (gold 
embossed) entitled “Dummies That Talk” issued by Louis E. Delson of Art 
In Advertising Bureau, 19 South Wells Street, Chicago, Illinois. The port- 
folio sells for $1.00. Cercla bound into the cover are 12 black heavy sheets. 
Attached to each side of these sheets are 24 dummies of so-called patented 
mailing pieces which are offered to advertisers through their printers so long 
as the advertiser or printer or both apply to the “patentee” for a license. 
The instructions accompanying the portfolio seem to indicate that no royalty 
is to be paid . . . but that the licenses are issued through the paper mer- 
chant designated in the application for a license. 


We cannot quite figure out what this new license angle is all about. . . 
but it doesn’t look good. It appears that one paper manufacturer is sponsor- 
ing this promotion, since all of the dummies are produced on. Kleerfect 
paper manufactured by Kimberly-Clark Corporation (licensed members) 
and the instructions on all of the dummies indicate that Kleerfect should 
be specified for “clear effects and economy when any of these pieces are 
reproduced.” 


Your reporter has nothing whatsoever against any paper company, 
neither does he have any grudge against Mr. Delson personally. This is a 
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PATENT VIOLATION? ? ? 


JUST A SHORT item to report that the New 
Jersey State Hotel Association Committee 
for their 22nd Annual Convention in At- 
lantic City, used one of those so-called 
patented Direct Mail forms . . . that auto- 
matic post card idea in which the return 
post card is perforated and attached to the 
form and the addressee’s name appears on 
the return card through the window in the 
folder. This is one of the patents which 
we have been claiming for a long time 
is absolutely worthless. So we always like 
to see a violation of it. And if anybody 
in the New Jersey State Hotel Association 
gets into any trouble with lawyers or pat- 
entees . . . we hope they will call in The 
Reporter. 


BUSINESS REPLY COUPON 


BART LEIPER, Advertising Manager of Provi- 
dent Life and Accident Insurance Com- 
pany, Chattanooga, Tennessee, tipped us 
off sometime ago that it is now possible to 
print a business reply form adjacent to the 
reply coupon in a magazine or newspaper 
advertisement. Bart did it for his com- 
pany and received permission ahead of 
time from the Post Office Department. The 
idea is that the reader of the advertisement 
can clip both the coupon and the business 
reply form. He folds and pastes them to- 
gether so that the business reply form is on 
one side and the coupon on the other. The 
clipper fills in his name and mails without 
postage to the advertiser. The use of the 
business reply form in space advertising 
has been permissible for some time. This 
seems to be a good adaptation of the idea. 


We got quite a kick out of a press re- 
lease issued by one of the constant pat- 
entees of Direct Mail pieces . . . claiming 
credit for inventing this idea which Bart 
Leiper used sometime ago. 


THE FIRST ENVELOPES 


THE FIRST instance of the use of printed 
envelopes to carry advertising messages oc- 
curred during the Civil War days when a 
New York Company bought up 120,000 
French envelopes captured from a blockade 
runner, addressed them in script type— 
“To the lady of the house,” stuffed them 
with circulars, and distributed them around 
Boston, house to house. 


Above interesting item was recently 
printed in “The Progressive Farmer.” 
Wonder if it is authentic? 
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GOD BLESS HIM! 


IT Is always a happy experience to pay 
tribute to work well done. 


And certainly you are doing well with 
The Reporter. You virtually started from 
scratch. That, in my judgment, is good fer 
you and likewise for all of us. Fortunately, 
though, you have given so generously of 
your characteristic energy and unusual ex- 
perience as to enable all open minded folks, 
not only to sense the great possibilities of 
direct mail, but to also enjoy a liberal 
education on a monthly basis with regard 
to an intelligent and profitable use of it. 


Truly, then, it may be said that yout are 
editing and publishing a most efhcient 
helper of great value to any executive, re- 
gardless of his interest in any phase of di- 
rect mail work. 


Your helpfulness found a warm and last- 
ing place in my affections some time ago, 
but my endorsement of it has been pur- 
posely deferred until you proved your 
ability to deliver over a period. You have 
done that most creditably, and, unless | 
greatly misjudge your ideas, ideals and 
ambitions, you will go right on doing still 
better to the satisfaction of the many who, 
like myself, will surely welcome an oppor- 
tunity to give you the support you well 
deserve. 


Chas. R. Wiers, Vice President 
DeLong Hook and Eye Company 
Philadelphia, Pennsy!vania 


Reporter's Note: Perhaps we should he 
truly modest and not print this unexpected 
letter from the Dean of Goodwill in Letters. 
Charles R. Wiers has a happy faculty of 
picking the right time to give the kind of 
boost he knows so well how to generate. 
Letters like his are rare in business. 


POINTS FOR ADVERTISERS 


DEFEATISTS AMONG the ranks of advertisers, 
and those who have justifiable jitters, 
would do well to read Kenneth Goode’s 
latest book, “Ten Points for Advertisers,” 
published by Harper & Brothers. In his 
straight-from-the-shoulder, realistic way, 
Ken shows why and how business could 
add enormously to the speed and volume 
of recovery through its own vigorous ad- 
vertising strategy. Assuming that business 
will use advertising in a united and large 
way, he sets forth ten points against which 
the potential effectiveness of advertising 
campaigns should be pretested. An intrigu- 
ing and inspiring book that could do much 
to re-establish the operating power of ad- 
vertising to expand the national income. 
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bad promotion . because it is bad for the Direct Mail Industry. 


We have known about these Delson patents for a long time. The Delson 
patents are nothing more than adaptations of off-center four page letter- 
heads. They are adaptations of flap letterheads with the flap either at the 
top or along the side. On Dummy No. 11, they even have the nerve to claim 
a patent pending on an ordinary four page letterhead with nothing added 
except a double coupon to be cut out of the inside page, one side bearing 
the return coupon and the other side the business reply coupon. If that 
can be patented, I'll eat it. 


The Delson patents (all 24 of them) are simply adaptations of long 


known devices of folding and layout. 


Direct Mail as a medium had to overcome many difficulties. The srowth 


of unsound patents in the Direct Mail business created many additional 


obstacles. 


No paper manufacturer should cooperate in an effort which may only 
complicate the patent situation still further. New users of the mail, seeing 
this portfolio “Dummies That Talk” for the first time, may get the impres- 
sion that they need a license to protect them against patent infringement 
every time they want to put out a letterhead which has any unusual addi- 
tional fold or flap. 


Readers of THE REPORTER... 


are hereby warned again to avoid getting mixed-up in 


and these include users, printers and 
paper merchants .. . 
the Direct Mail patent situation. Most of the patentees know that their 
patents are no good. As long as no one uncovered their activities, they col- 
lected royalties by threatening suit. Very few Direct Mail patents have ever 
been brought to suit. The only patentee who did sue in the last few years, 


lost his suit and his patent at the same time. 


Direct Mail is complicated enough without being cluttered up with a 
lot of silly patents on folds and die-cuts which require about as much ingen- 
uity as needed by a child cutting out paper dolls. 


FLASH: Your reporter (since writing above) visited Patent Office in 
Washington,—and was told that there will be no more patents granted on 
printed forms. It’s a long story. Will investigate further and report. Will 
try to have something done about old patents which clutter up the records. 
The campaign against the patent racket is at last bearing fruit. 


REPORT TO STOCKHOLDERS 
AND EMPLOYEES 


Botany Worsted Mills, Passaic, N. J. not only humanize their annual 
report, but present it in a style that makes it unique. While the booklet 


‘x 11”, the balance sheet and statement of income and profit 


measures 81)’ 
and loss are given on two 16” x 21” sheets that are folded twice and tipped 
into the booklet. Each of these sheets has marginal drawings to further 
illustrate the clearly explained items. A spread insert displays some of 
Botany’s products. Front cover pictures Botany trademarks and labels; 
back cover pictures some of the magazines in which Botany advertising 


appears. An unusual presentation well done. 
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“It will be the Bible of Direct Mail for years to come.” 
: . says L. Rohe Walter, President of The Direct Mail 
Advertising Association 


YOU CAN NOW HAVE ALL THE FACTS 
ABOUT DIRECT MAIL ADVERTISING 


In One Complete, Authentic Study Course 


There has never been anything like it before. 


473 pages of 814” x 11” manuscript, illustrated with charts and examples 
of correct techniques . . . 544 pounds of solid, substantial, authentic 
facts and formulas for success in Direct Mail Advertising. 


These facts (not theories) are divided into twelve big, indexed sections. 
Each section is handled by a recognized authority. 


Advertising men and women throughout the world are acclaiming this 
practical compilation of the knowledge, experience and success formulas 
of twelve experts. As Jack Carr says, “If it were possible for anyone to ab- 
sorb and adapt the principles so clearly presented in this remarkable 
course, he would undoubtedly be the world’s most successful Direct Mail 
expert. But if they are only able to digest and apply one one-hundredth 
of what you have given them, they will be much above the average.” 


READ THE COMPLETE OUTLINE ON THE INSIDE PAGES ... 








THE BIRTH OF A “BIBLE” 


From a tottering, weak, infant medium. 
(born around 1890), Direct Advertising 
has grown into a lusty. diversified, $554.- 
000,000 (annual) profession. 

Direct Mail was not immediately recog- 
nized as a major medium. Hts rapid and 
tremendous growth made it seem compli- 
cated and indefinite. Lack of experience 
and tested facts led to its misuse and 
misunderstanding. The users and _ pro- 
ducers of Direct Mail themselves ignored 
its magnitude and importance: counsel- 
lors and teachers of advertising paid it 
scant attention. Many books were written 
on parts of the subject. but not a com- 
plete story. For the past ten years an 
insistent question—“Where can we get a 
complete study or course in Direct Mail 
Advertising ?”—has gone unanswered. No 
one individual could be classed as an ex- 
pert in all of the ramifications of a sub- 
ject so complicated. 


There was only one solution: Take the 
facts developed by the tests and research 
of the past ten years: get a dozen men 
with widely diversified experiences to 
interpret these facts: tie the whole thing 
together into an understandable picture. 
This was finally accomplished by Henry 
Hoke, Editor of The Reporter, who, in 
May 1939, opened the first Direct Mail 
School at the Direct Mail Center. New 
York City. The twelve experts chosen 
to present the facts were practical men 
who had brought order out of chaos by 
collecting, developing and testing formu- 
las that give Direct Mail an orderly, seci- 
entific, sure technique. In thirty-six 
lecture hours these twelve business coun- 
sellors presented a Course that was all 
inclusive and flexible: that applied both 
to seasoned practitioners and to those not 
so experienced. 

The students came from all kinds of busi- 
nesses, drawn together by a common 
interest in Direct Mail Advertising. Ad- 
vertising men and women who stand high 
in their profession came to review and 
relearn the facts of life about Direct Mail. 
It is the transcript of this school (includ- 
ing discussions, examples. and _ illustra- 


tions), that is now available to anyone 
who wants success, security, and safety in 
the field of Direct Mail Advertising 
(either as a user, producer. or counsel- 
lor). It is not “just another book” about 
advertising. It is not a theoretical ex- 
position of Direct Mail. It is a conver- 
cational (but serious) recording of the 
sessions held in the Direct Mail Center. 
Every fact presented had to pass the 
critical questioning of men and women 
“students” whose incomes depend on 
their successful application of Direct 
Mail principles. 











WHO’S WHO 


Here are the men who have uncovered 
the facts for you. Many business con- 
cerns have gladly paid some of these ex- 
perts many hundreds of dollars to analyze 
their problems and show them the right 
answers. 


RICHARD MESSNER, Sales Manager 
Brogle & Company, Creative Printers, 
New York City. 

He is Vice-President of The Direct Mail Advertising 

Association and President of The Printing Salesmen’s 

Association of New York. He studied under some of 

the most advanced theorists in the early days of 

direct mail. He became, in his unassuming way, the 
world’s authority in the use of the “‘flow chart”’ in 
developing a direct mail campaign. He headed the 
committee (and did most of the work) which created 
the famous *‘Flow Chart of The Functions and Facts 
about Direct Advertising’’ issued by the Direct Mail 

Advertising Association. Has been individually re- 

sponsible for many outstanding direct mail campaigns. 


HUNTER SNEAD, Manager of Promotion 
and Market Research, Electrical World. 
New York City. 

Eighteen years of experience in sales promotion with 

such firms as Westinghouse Electric, Edwin L. Wie- 

gand and West Virginia Paper. During eight years 
at Wiegand he pounded out productive business 
paper and direct mail campaigns, barnstorming the 
country educating power company salesmen in the 
intricacies of commercial and industrial uses of 
electric heat, keeping the sales agents on their toes. 

He worked with a score or more of manufacturers 

developing direct mail campaigns for them. He is a 

student of PEOPLE and of the things which make 

people “tick.” He is a kindly critic and analyst 
of advertising. 


L. ROHE WALTER, Advertising Manager 

of Flintkote Company, New York City. 
His campaigns have been among Fifty Leaders for 
a number of past years. e is now President of 
The Direct Mail Advertising Association. Was for- 
merly Account Executive with The Blackman 
Agency and worked on sales & advertising prob- 
lems with Procter & Gamble, Vacuum Oil, Parke- 
Davis, Lehigh Portland Cement, U. S. Rubber and 
others. Was once Sales Promotion Manager of Na- 
tional Geographic and has operated as _ individual 
marketing counsellor. Speaker before many sales 
conventions. His book **Effective Marketing” is con- 
sidered an outstanding authority on the problems, 
duties and charting of an advertising manager's job. 


BRIANT SANDO, Vice-Piesident of Tested 

Selling Institute, New York City. 
Worked with Elmer Wheeler in developing the fa- 
mous five Wheeler Points for Selling. Was for ten 
years President of his own Advertising Agency in 
Indianapolis, and at one time headed the local 
Advertising Club. Former Publishing Director of 
Modern Packaging and Modern Plastics. Class Di- 
rector of Dale Carnegie Institute. Has worked with 
many organizations in developing slogans and stand- 
ardized selling talks. 


ROBERT K. ORR, President of the Wol- 
verine Insurance Company, Lansing, 
Michigan. 

Has built the business of his company with direct 
mail backing up his salesmen. His life-time hobby 
has been to teach other people to write better busi- 
ness letters. Has conducted adult classes in many 
parts of the country. More than 40,000 people have 
graduated from his uniquely conducted clinics in 
which the antiquated, text-book rules of the past are 
sent to their eternal rest. His friendly and informal 
style of teaching has been copied (under his tutelage) 
by many schools. e is an inspiration to the old- 
timer as well as to the beginner. 


FRANK EGNER, McGraw-Hill Book Co.. 
New York City. 

Author of the current best seller “‘How to Make 
Sales Letters Make Money.’’ He is Vice-President of 
the McGraw-Hill Book Company with many success- 
ful mail order campaigns to his credit. Was Chair- 
man of Program Committee for 22nd Annual Direct 
Mail Convention and has himself appeared before 
many conventions and business clubs. Writer of 
articles for Printer’s Ink, Salesmanagement and many 
trade publications. Has been consultant to many 
organizations on their mail order problems. The 
outstanding man in the field for making a science of 
mail order by developing fixed formulas. 
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Henry Hoke, Editor of THE REPORTER (the only magazine de- ) 


voted exclusively to Direct Mail), organized, supervised, and edited 
this first comprehensive Course in Direct Mail Advertising. For the 
past twenty years Mr. Hoke has played an active part in Direct Mail, 
with both producers and users. His complete understanding of the 
field and its needs made the following Course possible. 


The subjects listed on this page will give vou an idea of how com- 
pletely the medium of Direct Mail is covered. Below each division 
are a few of the questions that are answered for you. How many can 
you answer NOW ? 


1. The Fundamentals of Direct Mail Advertising Practice 


A complete analysis and interpretation of the purposes, 

uses, forms of Direct Mail . . . with formulas for planning. 
What is direct advertising? When, where, how should it be used? How can you determine 
the best form, the right style, the proper follow-up? How can you determine the frequency 
and length of your follow-up? What is the size, volume, and importance of Direct Mail 
in the advertising field? Is there a practical, standard formula for analyzing your product, 
your market, your selling plan? What are the known formulas for planning direct mail and 
coordinating it with other advertising and selling activities? 


2. The Fundamentals of Good Sales Promotion 


A concentrated outline of the sales and advertising 

psychology every Direct Mail creator should know. 
What makes people do the things you want them to do? What makes customers TICK? 
What are the four basic reasons why people will part with money? Are the buying reactions 
of women different from those of men? What are the seven basic things that people will 
not do? What are the eight peculiar quirks which make people feel or react to any sales 
appeal? What must you know about people before you can plan any type of Direct Mail? 


3. The Management of Direct Mail ¢ 


A behind-the-scenes presentation of the problems of an Advertising 

Manager in correlating Direct Mail all along the sales line. 
What are the characteristics, background and qualifications necessary to make a good adver- 
tising manager? What are the best formulas for setting-up a yearly budget? What is best 
way to sell dealers and salesmen on value of advertising plan? What are the most impor- 
tant uses of direct mail in a manufacturer’s program? What methods are employed by 
manufacturers to regulate and budget dealer-help campaigns? What types of professional 
production and creative services appeal most to advertising managers? 


4. The Selection of the Right Appeal 


A word-clinic to determine the rules for headline 

hunting—and to create slogans for individual students. 
How can you determine the best thing to say first? In the first important ten seconds, 
what can you say to attract attention and cause urge to buy? Do you know how to find 
your sizzle? If you ask a question, what is the unbreakable rule for wording that question? 
How long do you have to get your story across? What are the types of appeal to avoid? 


5. The Fundamentals of Letter Writing 


An analysis of letter construction and correction .. . by 

famous analytical method of teaching originated by Robert mo 
What are the fundamental differences between routine, sales and personal letters? What 
are the four fundamental mistakes found in most letters? What known principles can you 
apply to your own letters to make them more appealing? 


6. Principles of Mail Order or Direct Selling 


Experiences of the experts concentrated 

into known formulas for successful testing. 
What is the most important factor in a mail-order campaign? What are the two main 
obstacles to success in mail-order work? What are the three things a mail-order campaign 
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must do? What is the best tested format? Is there a known proven formula for writ & 


mail-order copy? Are long letters better than short ones? What are the pitfalls to avoid 


PRICE COMPLETE VOLUME .- - - $30.00. Order from The Repo 
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| DIRECT MAIL ADVERTISING 


° ° ° What would it be worth to you to have 
Se Principles of Design the counsel of even one of the twelve 
An abbreviated course in art appreciation men described on this page? What would 
for the layman who must specify or order art. it mean to you to have all twelve right 
am. in your office, to answer all your perplex- 
How much knowledge of ART should an advertising manager have? Is there a_ basic ing questions about Direct Mail? 


formula to apply in judging what type of art or design you need? What are the questions 
you should answer about your product, market, distribution or raw materials .. . before 


WILLIAM LONGYEAR, Head of Com- 


’ you decide on design? ; 
‘ mercial Art Department in the Art 
- School of Pratt Institute, Brooklyn. 
| Long a leader in development of art education—and 
in coordinating art instruction with commercial re- 
- ane quirements. Author of numerous text books on Art. 
$. Production and Mailing Methods A practical consultant to numerous national adver- 
: ep ; tisers. Is an unusual combination of hard-headed 
A practical bird's-eye view of all of the business man and an artist in his own right. Has 
ramifications of Direct Mail production. developed surprising technique of teaching layman 


the rudiments of design appreciation. 


What should you know about production processes and materials before you can plan 


your direct mail intelligently? What are the three important printing processes, and what EDWARD N. MAYER, Executive of 
are the advantages and disadvantages of each? What are the fourteen different types of James Gray. Inc., 216 East 45th Street, 
letters—and what determines your selection of type or process? What are the “rules of New York Citv. 

the game” for selecting envelopes and return cards? What are the characteristics and rela- a 

a 7 : Pili” : a orctiye ca 9 President of the International Mail Advertising Serv- 
tive advantages of various addressing and mailing systems? How can you save money ios Renecbitien oath Chatman af Madek Mites Cam: 


by knowing a few simple rules and regulations of the Post Office? mittee of The Direct Mail Advertising Association. 
Author of many articles on direct mail production. 
Has made a life study of production processes. His 
* knowledge of the intricate Postal Laws and Regula- 
tions is without equal in the country. 


9. F Writing Good C 

. Formulas for Writing Good Copy ROBERT COLLIER, 152 West 42nd Street, 

A workable outline to help those who New York City. 
want to write powerful selling copy. Author of “The Robert Collier Letter Book,” first 
; ; printed in 1931 since reprinted and revised many 
What is the best formula for writing a business letter? What is the best way to make the sea = the healing authoritative work on letter 
reader want what you have to offer? What feelings or emotions must you arouse? What Sil: deneis sane ces Ge ae ae 
have the experts learned through years of experience in testing all the little “tricks of the worth of books for Review of Reviews— including 
trade”? Is personalization important? Are color tests dependable? 300,000 copies of Wells’ Outline of History. Fer 
three years wrote the copy for New Process Company 
letters. Now counsellor for many nationally known 

ae organizations. 
° ° ° LEONARD J. RAYMOND, President of 
@ ‘ . . 
10. The Functions and Principles of Market Surveys anaGiaeedh tin, Madan: Sindee 
The formulas for this important addition to chusetts. 

the direct mail field revealed for the first time. Past President of The Direct Mail Advertising Asso- 
; : ciation. Leader for many years in the advancement 
Are mail surveys as dependable as personal canvass? Under what conditions should you of direct mail technique. Developed and originated 
use a mail survey? What is the formula for writing most effective questionnaire letters? et SES SS AY aS Seay ee 
‘ 9 . 9 : ing the monthly national direct mail volume (printed 
Is'there a best-by-test format: What are the four types of surveys? Does it pay to use in Printer’s Ink). Wrote Direct Advertising section 
stamped or “business reply” envelopes? What are the ways to stimulate returns other than in Handbook of Advertising by Weiss, Kendall & 


Larrabee. Has appeared on numerous platforms and 
written many sound articles on Direct Mail. He and 
his company largely responsible for developing the 


mechanical factors? 


* impressive research technique now being used so 
successfully by many large organizations. 
7 o + es . r 
11. The Direct Mail Approach in the Retail Market JULES PAGLIN, Porter's, New Orleans, 
: : Louisiana. 

A case history analysis of successful results 0 oe - oe 
° . . ‘ nee-upon-a-time a traveling salesman selling to 
in contacting retail customers by mail. department stores. Settled in New Orleans as Ad- 
’ ’ . vertising Manager of Sam Bonart, Inc. Later added 
What kind of direct mail does the retail merchant like to get from manufacturers? What Porter’s (men’s clothiers). Built up both businesses 
does the customer of the retail store expect from the merchant? What are the tested by strict application of direct mail principles. De- 
adin of “euet trol’? What :; Ree. Bene thede of oe gee 9 veloped unusual technique for holding customers and 
met 10 3S Oo cus omer con ro . la are the est me 10 ‘ oO regaining ost customers : regaining lost customers. Has the most complete 
What is best prospect list for retail store? What are some of the most effective appeals personal library of direct mail ideas in existence. 


Has counselled many manufacturers who sell to re- 
tail stores. His lectures on selling sparkle with the 
lightning of originality. 


and formats? 


* 

: HENRY HOKE, Fditor of The Reporter of 
° Direct Mail Advertising ... (the only 

, 12. A Review of Formulas and Ideas magazine devoted exclusively to Direct 


Mail). 17 East 42nd St., New York City. 


Actively identified in Direct Mail field for more than 
twenty years; first as creator and producer of prize 


How can you keep up-to-date with developments in Direct Mail? What are best sources for 
new information? Where should you look for ideas and inspiration? What types of 


“out-of-your-field” reading and what forms of outside activities will furnish you with ideas winning campaigns; then as Business Manager of the 
and inspiration for your own work? How can you apply fresh ideas to your own Direct former Postage and The Mailbag; five years as Ex- 
; Mail? How can you develop a critical complex toward your own work? Should you main- prince liga ~ Bl ss ae Psa Poche oe 
tain an idea file? What are the current trends in Direct Mail? Conventions in all parts of the country. Has inter- 


viewed. and consulted with, thousands of direct mail 


. + ee users. Is in continual contact with su iers, producers, 
» Reporter of Direct Mail Advertising, 17 E. 42nd St., New York ws ee Of ee a es ee 








ORDER FORM 


(The sooner you get this ( 


USE THIS 


ourse, the sooner it will 


| 
4 





make money for you) 


FORMULA FOR SUCCESS 


This Direct Mail Course offers you the 
most comprehensive analysis and descrip- 
tion of Direct Mail ever presented. The 
twelve men who prepared it give you 
their experiences—what they know about 
using Direct Mail to build profits—what 
they have learned about building busi- 
nesses from small beginnings to large 
volume. 

If you want to improve your business- 
getting ability, if you want to 

EARN MONEY ...SAVE MONEY 
STOP LOSING MONEY 


order THE REPORTER STUDY COURSE 
IN DIRECT MAIL ADVERTISING 
And do it NOW. so you can put it: to 
practical use right away. | 

e 


LIMITED EDITION 


The supply of bound copies of this valu- 
able manuscript is limited. Most of the 
first edition was subscribed and paid for 
prior to publication. Every subscriber is 
more than satisfied; everyone who has 
even seen the Course tells us it is worth 
far more than the price. 


We produced this volume as economically 
as possible so we could offer it at the 
one low price of $30.00. Therefore we 
cannot make any “special” offers . . 
no “act-now-and-save, order-now-and-pay- 
later” or similar incentive to action. 
The facts are here—for you. The wisdom 
and guidance of twelve Direct Mail ex- 
perts—yours for $30.00. 


If order is 


ADVERTISING 


17 East 42nd Street, New York, N. Y. 


‘ 
ys 
received after edition is exhausted, check will be returned. 


The attached check for $30.00 is in full payment for one bound 
Make Check payable to THE REPORTER. 


THe ReportTer oF Direct MAI. 
CITY & STATE 


ADVERTISIN( 
ADDRESS 





IF YOU WANT PROOF 


The proceedings of The Direct Mail School were produced in manu- 
script form because of an insistent demand from advertising people who 
could not attend the sessions at the Direct Mail Center. Production was 
not started until we had one hundred paid in advance reservations. After 
the first books were delivered, in January 1940, we waited anxiously for 
complaints, criticisms or praise. First reaction was an air mail letter 
ordering an extra volume. Then the comments—not solicited—began 
to arrive from far and near. Not a single complaint. Here are a few 
excerpts from the many letters received. 


As a guide to any and all phases of the complex subject of Direct Mail Advertising, it is worth 
its weight in gold. EVERYONE engaged in merchandizing ANYTHING will find the book a 
reference manual as essential as a dictionary. 
Charles B. Konselman, Jr., Sales Promotion Manager, Royal Typewriter Co. 
I have been able, since the Course, to examine my own work with a more critical eye. Because 
of this, every advertising piece in this office is going to be revised. It may take some time 
for this job to be completed, but it will be done.” 
Bernard Segal, Adv. 


Mer., Holand Laurdry, Inc. 


I am amazed at the completeness and clearness with which it covers the subject of Direct Mail. 
With its aid I have mapped out a completely new course for next year, a course which should 
“‘sround” the students firmly in the subject, and give them spring-boards from which to venture 
into professional work. 


It is well written, orderly in arrangement, easy to understand, and forceful in driving home 
important points. I have been engaged in direct mail advertising for a good many years, and 
feel that yours is the best all-around approach to the subject that has been published. 

F. Allen Burt, Boston University 


I have had more than my money’s worth. You deserve the heartiest congratulations for having 

set down in black and white so much valuable information. 

E. W. Kellett, Bulman Bros., Ltd., Winnipeg, Canada 

. Remarkably free of old bromides—not a bit dull, 

of practical psychology based upon well 
literature of ad.ertising. 


notwithstanding its 542 pounds .. . full 
documented evidence. A _ real contribution to the 
Howard T. Hovde, University of Pennsylvania 


Am making the reading of your Direct Mail Course compulsory by everyone in our office handling 
any detail of sales efforts. I can see 1940 business at all-time peak as a result. 


Frank A. Montgomery, Montgomery & Bacon, Towanda, Pa. 


Congratulations on the fine job. I know you will understand me when I say I have seen so 
many punk efforts along the lines of training in direct mail advertising that I was honestly sur- 
prised at this manual. Claude Grizzard, Jr., Grizzard Advertising, Atlanta, Ga. 


This without doubt is the best work on advertising that has been compiled in the last ten 
years. It is so complete and covers the field with practical proven suggestions. Not full of 
mealy mouth bologna, but hard bitten proven business facts. I know of nothing that is more 
worth the money than this course. Jules J. Paglin, Porter's, New Orleans, La. 


My only hope is that somehow or other your remarkable work will be studied and treasured 
by every man or woman who hopes to make any kind of a success in the direct mail field. 
I expect to use it as a “bible”’ for direct mail advertising. I have never seen anything that 
contains the honest-to-God value this book does. 
Edward N. Mayer, Jr., James Gray, Inc., New York City 
Now that we’ve seen the Direct Mail we we like it too—think it’s the biggest value we’ve 
bought in many a day. -~-A. A. Brentano, Pres., Keller-Crescent Co., Evansville, Indiana 


How glad I am I bought a copy of the Direct Mail Course—it is stimulating, practical and 
amazingly complete, with no limit to its use. — Allen Legg, Hartsdale, N. Y. 


A grand job of editing and assembling material words of wisdom become authoritative 
evidence that direct mail advertising’s scientific in its efforts. 

C. V. Morris, J. E. Linde Paper Company's Sales Manager, New York City 
I was able to get from it just the type of 


Most interesting thing I have run across in years. 
E. S. Colvin, Appleton Coated Paper Co., Appleton, Wisconsin 


information that I needed 


. it is more that “student” material . . . constituting an actual, 
in ’ the planning and use of Direct Mail Advertising of every kind. 
~-Lithographers National Assn., Inc., Bulletin, 295 Madison Ave., 


factual guide to success 
New York City 


Send another copy for my assistant who will use 
. E. Puls, Pres., The Fort Massac Chair Co., Cleveland, O. 


“It is exactly what I have been hoping iw. 


it for home study.”’ 


I like the organization, content and general presentation. 
Course should also prove quite helpful. 
~-Kenneth Dameron, 


The physical organization of the 


Dept. of Business Organization, Ohio State U. 


Have had a slip-case made to protect my Course and keep it beside my desk where I refer to 
it constantly. 


It’s especially useful in providing a noe point for jobs that just won’t seem to get under 
way themselves. Whenever I am stumped I can turn to its pages and get so many helpful ideas. 
~—-Charles H. Snyder, Manager Sales Promotion, Bankers Commercial Corporation, New York 


This Study Course in Direct Mail Advertising has been endorsed and 
praised by Marketing Professors in leading universities; by prominent 
counsellors and producers; by hundreds of advertising men and women 
who want the TRUTH about a previously misunderstood subject. 
Their endorsement is a guarantee that you will receive more than 
your money’s worth. 
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MORE GOOD REPORTS 


April REPORTER praised the “employees report” of Eastern Air Lines. 
Along comes another similar adaptation of humanized reports. 


The New York, New Haven & Hartford Railroad has just issued a 28 
page, 814” x 11” report to the 2300 employees of the company. It takes 
the form of a special issue of “Along the Line,” a standard house magazine. 


OR, TO SHOW IT IN ANOTHER WAY-— 


HOW THE NEW HAVEN DOLLAR IS SPENT 
nere’s now we SPENT our income 1939 


TOTAL WAGES 
—_—____—, TO EMPLOYEE 
04 


tif TOTAL WAGES TO EMPLOYEES $36,621,952. 
MATERIAL, SUPPLIES AND MISC. 16,601,677. 
. MATERIALS AND 
SUPPLIES AND 
NEOUS 


_ 

MISCELLA! 

} 18'/y¢ 

. RENTS FOR EQUIPMENT 
7,893,739. MISC. RENTS. TAXES 
AND FACILITIES | AND INTEREST 
} ON DEBT 
—— | 


1$.?c 
a "ae ) ENTS FOR EQUIPMENT 
“))j AND FACILITIES 
/; TAXES, STATE AND FEDERAL 6,192,386. LOSSES OR DAMAGE 8 & 
/}} 1 4& 3 























FUEL 4& DEPRECIATION AND 


| RETIREMENTS 38 

| | > 
DEPRECIATION AND RETIREMENTS | 3,434,593. | HOW IT WAS SPENT IN 1916 

i TOTAL WAGES 


— TO EMPLOYEE 


— } | 4i 2c 
FUEL COSTS 3,547,954. | 
° MATERIALS AND 
‘eeee® | SUPPLIES AND 
T 148 








LOSSES AND DAMAGE, PERSONAL 


1,252,984. | 
INJURIES AND INSURANCE 
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MISCELLANEOUS RENTS, TAXES AND | 


14,102,562. 
INTEREST ON BONDED INDEBTEDNESS 











TOTAL $89,647,847. 











Report is written in illustrated, pictograph style . . . so simply that it 
can be read and understood by track walkers, “grease-monkeys” or any of 
the other laborers and mechanics which constitute 99% of the company’s 
payroll. (Only 1% of employees are in so-called executive class. ) 

The story could not be better told. Congratulations to Sam Boyer, 
Advertising Director, and all concerned. 


While we are on the subject of Annual Reports, we don’t want to over- 
look a report that is the first of its kind, so far as we know. Nine mimeo- 
graphed sheets, stapled in a blue binder, entitled “Where Does Our Money 
Go?” were issued to the students of William MacFarland High School, 
Bordentown. New Jersey, by Miss A. T. Burr, Principal. The report of the 
General Activities Fund clearly shows the students the amounts spent on 
various scholastic activities, the appropriations and income. Besides making 
the students feel more a part of the school, this report should arouse a great 
deal of interest among parents. Congratulations to Miss Burr and her 
assistants at William MacFarland High. 


The Metropolitan Life Insurance Company offers a very good example 
of an annual report to policyholders. A 24-page, 6” x 8°4” booklet. The 
Metropolitan Tower rises over the tree tops and stands out against a blue 
sky on the front cover illustration, and a neat caption presents “What Every 
Metropolitan Policyholder Should Know About His Company.” The story 
and report are written in an interesting and understandable way. Marginal 
drawings, in blue and yellow, and blue headings add pictorial interest. 
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DON’TS IN DIRECT MAIL 


REPORTER HUNTER SNEAD of Electrical 
World, New York sends a sticker measur- 
ing 24%” x 1” bearing these words: 


“We are sorry that this must be a form 
letter. Please give it merited attention. 
There are so many to whom the informa- 
tion must be distributed that individual 
letters would cause delay.” 


The sticker is attached to form letters by 
an unreported company. Hunter opines: 


This sure would turn people away from 
most propositions . . . it knocks the per- 
sonal angle out of “follow-up”. . . 


It’s all right to brag about your returns 
but as a general rule, people don’t like to 
be handled in bunches—and this sticker at- 
tached to a follow-up letter may be a quick- 
and-easy out ... but it doesn’t build good- 
will. 


Let’s put it in the file with the other 
things labeled “Don’ts in Direct-Mail.” 


A HOSPITAL ADVERTISES 


ON OUR TRIP to Buffalo early in May, we, 
as usual, picked up many specimens of 
local advertising . . . to criticize or praise. 
Best promotion job in the social service 
field we've seen in a long time was pro- 
duced by Addison Vars, Incorporated, for 
The Millard Fillmore Hospital, 875 Lafay- 
ette Avenue, Buffalo, New York. The trans- 
mittal letter used to precede the solicitation 
of support could have been slightly im- 
proved, but the booklet mailed with the 
letter is so well done that it counter-bal- 
ances any minor faults. 16 pages, 10%” x 
13%”. It is as beautifully printed as 
“More Business” .. . that super-excellent 
publication of the Photo Engravers As- 
sociation. It gives a pictorial review of the 
work of the hospital. Congratulations to 
all concerned. 


TYPOGRAPHICAL TRICKS 


WE'VE REPORTED many times on typograph- 
ical tricks which make the appearance of 
the letter dramatize the offer or the prod- 
uct. Best recent example was sent to us 
by W. H. Howland, Golden Empire Col- 
lege of Commerce, Chico, California. <A 
letter to High School graduates offering 
business school training is typed so that 
the words form a large question mark. 
Theme of the letter is built around the 
question “After High School, What?” 
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STREET ADDRESSES 
NECESSARY 


SEVERAL PEOPLE have called your reporter 
to find out whether the Post Office has any 
new rule or regulation concerning the re- 
turn of mail matter which does not bear 
the street address of the addressee. We 
checked with the Post Office and discover 
that there is no new rule, but the Post- 
masters are becoming a little more strict 
in the interpretation of the old rule. There 
is an old provision in the Postal Rules and 
Regulations which state that the Postmaster 
must return mail matter not bearing a 
street address when ten or more pigces are 
received on a single day from one mailer. 
Whatever the rule is 

agrees with the Post Office. 
the mail when postal clerks have to look 
up street addresses. Many big companies 
think that they look bigger when they 


your reporter 
It slows up 


eliminate their street address from their 
letterhead. Some directories are published 
which do not give the street address of the 
prominent companies. This is all wrong. 
Help the Post Office to give you better 
service by putting the street address on 
all of your mail. 


SPIR-ITS AND MISS-STEAKS 


A MONARCH envelope with a tricky corner 
card—“Spir-It, Inc., Malden, Mass.” in the 
outline of a spear—brought us a good 
The outside 


of a triple card enclosure shows a _per- 


presentation of a new idea. 


plexed waiter and copy explaining the 
problem—not to make the Miss-Steak of 
serving the rare piece of meat to the guest 
who wanted it medium. Inside shows the 
waiter beaming, his problem solved by 
Spir-It Steak Sticks that clearly show the 
degree of cooking each piece of meat has 
had. Five sample Spir-It Steak Sticks 
with five different markings are enclosed in 
a cellophane envelope. Prices clearly stated 
on detachable order card. 





TEN POSTAL COMMANDMENTS 


Edward N. Mayer, executive of James Gray, Inc., New York City, Presi- 


dent of The Mail Advertising Service Association, and Chairman of Postal 
Affairs Committee of the D.M.A.A. ... in his recent talk at the Direct Mail 


School presented ten postal commandments that should be observed by 


every user of the mail. 


I 


Vil 


Vill 


Here they are: 


Thou shalt count the pages of thy catalog. 

(A 24 page booklet with at least 22 pages printed costs l¢ for each 2 0z.—8¢ 
per pound; a 20 page booklet costs 1'2¢ for each ? .z.—12¢ per pound. Check 
your costs—it may be cheaper to print 24 pages than to print 20.) 


Thou shalt weigh rather than count thy mail. 
(Under Sec. 562 P.L.& R. it costs only 12¢ per pound with a 1¢ minimum.) 


Thou shalt interpret “identical” liberally. 
(Under Section 562 P.L.& R. if the physical details are the same, the copy may 
change on every 20 pieces.) 


Thou shalt not seal. 

(A self mailer must be open to postal inspection, folded in such a way that the 
inner surfaces can be inspected without breaking the seal. If it can’t be folded 
so that the inner surfaces are visible, a metal staple or stitch may be used to 
hold it together, rather than a seal.) 


Thou shalt watch thy weight. 
(Make allowance for the change in weight caused by atmospheric conditions; 
it won't help you any if the addressee has to pay postage on the other end.) 


Thou shalt label thy odd size reply cards. 

(Business reply cards larger than the maximum—3 9/16” x 5 9/16”—should be 
called Business Reply Envelopes, and the letter rate must be paid for replies. 
Don’t use card smaller than 234” x 4”.) 


Thou shalt not combine Special Delivery & Special Handling. 
(Special Handling gets first class handling to post office addressed; Special 
Delivery gets the same, plus a special messenger to deliver it when it arrives.) 


Thou shalt consult thy departure schedule. 


(Know the times the trains leave and plan to get your mail at the Post Office 
in time to catch these trains.) 


Thou shalt take advantage of form 3547. 


(By the use of form 3547 the Post Office will help keep your mailing list up 
to date.) 


Thou shalt remember the Canadian customs. 

(If you have Canadian representation of any sort, it is necessary that your 
advertising mail going into Canada have custom stamps firmly affixed to the 
back of your mailing piece.) 








Mail Your Catalog and Sales Letter Together 


HELP YOURSELF TO INCREASED SALES ..... 





Clip and Mail this Coupon Today! 
CURTIS 1000 INC. | 


HARTFORD, CONN. ST. PAUL, MINN. CLEVELAND. O. | 
Gentlemen: Send us samples of MONO-POST Envelopes 


and tell us more about increasing sales through use of | 
Two-Compartment Envelopes. | 








| 
 EASRRECERAETES SS | 


Address 
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NEW TYPE OF METALLIC COVER 
HIGH LUSTER-EASY PRINTING-LOW COST 


Currency Cover is a new development in metallic coating which radi- 
cally reduces costs and opens a much wider use for covers of this class. 
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Typical Pieces Using the New Currency Cover 








Currency Cover is made with a new type of casein coating which 
accentuates the bright gold and silver colors and provides an extremely 
smooth finish. Another advantage is that the back is coated in bright white 
suitable for fine screen halftones. Made on an extra strong base stock it 
has splendid folding qualities. 


Currency Cover offers three important advantages to the advertiser— 
high quality, richness of appearance and moderate cost. To the printer it 
brings another advantage—a metallic stock that is easy to print. It lies 
flat, handles easily and “does not require special inks that dry by oxidation 
alone. 


This interesting new sheet is now available in two color combinations— 
Gold & White and Silver & White. Both sides are full casein coated with a 
satin-smooth, uniform printing surfaces that takes fine screen halftones 
beautifully. It is worthy of investigation now for your next piece requiring 
a metallic finish stock. 

The demonstration packet shown at the right contains both printed and 
plain samples. It is yours for the asking. 








USES FOR CURRENCY COVER 


It makes a perfect cover for booklets fea- 
turing jewelry, silverware, anniversaries, 
products containing chromium, aluminum, 
stainless steel and other metals. It is 
widely used by household appliance manu- 
facturers and for booklets and catalogs of 
heavy industries. 

Currency Cover is appropriate for adver- 
tising any product or service for which the 
impression of high quality is important. 


WINDOW AND STORE DISPLAYS 
Made also in cardboard weight, the spark- 
ling metallic finish provides a richly attrac- 
tive background for window cards, counter 
cards, posters and wall hangers. 


ANNOUNCEMENTS, PROGRAMS, 
MENUS 


Currency Cover is a splendid medium for 
impressive announcements of new products, 
anniversaries or special occasions. Used 
for a trade magazine insert it makes the 
outstanding advertisement in the book. 
It makes unusually attractive programs. It 
is widely used for menus, stand-up cards 
and wine lists in hotels, railroad cars, 
restaurants and cocktail lounges. 

Vade on an extra strong base stock and 
metallic coated, it will remain fresh and 
attractive during a long period of service. 


ATTRACTIVE DIE-CUT PIECES 
For booklet covers, folders or single-sheet 
pieces, die cuts on Currency Cover have 
high attention value. The spoons shown 
in the picture make an inexpensive but 
very effective door knob hanger. 


SIZES AND WEIGHTS AVAILABLE 

Curve. cy Cover is stocked in Gold & White 
and “iiver & White and in two weights— 
Cover (8 point), Cardboard (10 point) 
in the following sizes and ream weights: 


20 x 26 — 80 23 x 35 — 124 
221% x 28% — 125 
Sealed in 100 sheet packages 





FREE KIT OF SAMPLES 


This demonstration packet contains printed 
specimens and plain samples. We believe you 
will find it interesting and helpful in plan- 
ning some of your own printed pieces. Please 
ask for your copyon your business letterhead. 





This entire page is an advertisement of 


5040 WISCONSIN AVENUE 





THE APPLETON COATED PAPER CQ. 


APPLETON, WISCONSIN 


Write for your copy of the free Idea Kit mentioned above. It 
will be genuinely helpful to you in planning your advertising. 
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INDEXED CATALOGUE 


Your reporter always likes to see a catalogue 
which is carefully indexed. Latest good 
example is a very simple affair issued by 
the General Ceramics Company, 30 Rocke- 
feller Plaza, New York City. It is 84” x 
11” in size. Inside the thick cover is a 
catalogue of only 24 pages, but all pages 
have been shortened in width so that there 
is room for six die-cut tabs which make it 
easy for the reader to find exactly what he 
wants to find. Why more manufacturers 
do not use this simple technique is a deep 
dark secret of the Graphic Arts and Ad- 
vertising Field. | 

e »s 


BOND 


WE LIKE the form used by The Lankenau 
Hospital, Corinthian Avenue, Philadelphia, 
Pennsylvania . . . for soliciting $10.00 sub- 
scriptions for Cancer research. Attached 
to the transmittal letter of solicitation is 
a certificate form, (with green engraved 
border and usual certificate typography). 
Attached to the certificate is a perforated 
coupon to be clipped by the subscriber and 
sent in with his contribution. It looks like 
a sound and sensible plan ... and we hope 
that it worked. 


Where Else lan You Buy 
LETTE 4 “4 EA 0 G like this 
low af 2a Thousand ! 








Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 
(A Subsidiary of Peerless Lithographing Co.) 
Dept. 25 


4311 Diversey Ave. Chicago, Ill. 
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MORE MONEY FOR CHARITY BY 
TESTING DIRECT MAIL METHODS 


March Reporter printed an appeal letter used by Tuberculosis and 
Health Society of St. Louis. Ellen Boyce, Assistant Secretary, received so 
many letters asking further details . . . that she wrote the following report 
which we pass along for benefit of those interested. 


A ten year testing program by the Tuberculosis and Health Society of 
St. Louis on direct mail procedures has resulted in some interesting informa- 


tion on postage, envelopes, types of letters, follow-up and the use of postal 
cards. 


A mailing list of 325,000 names is maintained, and yearly mailings 
total more than half a million pieces. 


This organization, in common with hundreds of other associations af- 
filiated with the National Tuberculosis Association, finances its public health 


program through the mail sale of the penny seals during the Christmas 
Season. 


In addition, the St. Louis Organization supplements its budget with 
funds derived from a big league charity ballgame and direct appeal. Both 
are promoted by use of direct mail methods. 


Because of the testing program, the organization has been able to cut 
cost of fund raising 38%, and at the same time increase receipts 8%, in 


the period from 1929 through 1939. 


The largest savings, with satisfactory results, has been effected by the 
use of third class postage. One cent meter mail with purple indicia brings 
as good results as first class stamped mail and better results than third class 
stamped mail. The percentage of undeliverable mail is no higher when 
third class postage is used, which indicates good service in the third class 
handling. 


When return envelopes are used, as good results are obtained from 
return envelopes without postage as when postage is provided. When return 
postage is provided, much better returns result from the use of stamped 
envelopes than from business reply. 


Colored envelopes seem to be the style. Certainly they make any mail- 
ing more attractive, but up to now we have not been able to find the color 
that brings spectacular results. 


To a list of 10,000 names, we sent green return envelopes to 5,000 and 
manila to the remaining 5,000. The results were within 1“ for contributors 
and $.002 for average contribution in favor of the manila envelope. 


Size in return envelope does make a difference—especially when the 
customer may wish to return some of your original mailing. To a list of 
100,000 receiving Christmas Seals we sent 50,000 a No. 614 return envelope, 
and to the remaining 50,000 a No. 9 return envelope. When all returns 
were tabulated, we found 4% more contributors and a 6% larger average 
contribution per envelope mailed in the group receiving the No. 9 envelope. 


We have cut costs, and had very satisfactory results, with open window 
envelopes without glassine. Naturally the window is smaller and cut nearer 
the center of the envelope. 


(Continued on page 26) 
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SPECIAL (2.1. Sejuainted’ OFFER 





Rapid Roller Company, one of the na- that these very fine products are “tops.” 
tion’s largest manufacturer of rollers and Top-notch work can be produced by the 
blankets for the Graphic Arts, presents use of these products and they will pay 
a special ‘‘get acquainted offer.’’ We for themselves over and over again 


know that once you have tried Mercury in time saved and stepped-up quality 


rollers and blankets you will realize and production. 









BOOST THE QUALITY OF YOUR SALES 
gpcu8: a8 


with this BIG 3 
EBS 


y18 
cel weer sets win 
















Great Tensile Strength 


Cut To Fit Your Press 


if 
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POCKET THE 
DIFFERENCE! 


The difference between the Order- 
Velope and the ordinary flat order- 
envelope form is the completely 
formed pocket that invites confidence 
on the part of your customers to 
enclose cash with order. 


The difference between the Order- 
Velope and the separate order torm 
and envelope is the one unit construc- 
tion that has been proven to increase 
returns. 

THERE IS NO DIFFERENCE IN’ PRICE. 


INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 












BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 





ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 
ORDER AND REMITTANCE. 
Why not pocket the difference in increased 
profits that Order-Velopes will bring you as 
the order form envelope presentation in 
your direct mail, catalogs, packages, books, 
broadsides, pamphlets, for counter distribu- 
tion, and for every mail order effort that 
requests a return enclosure. 


WRITE for SAMPLES and PRICES TODAY! 


THE SAWDON COMPARY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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Recently we tested an illustrated letter against the exact letter without 
illustration—letterhead printed in two colors on white stock. The illustra- 
tions were line drawings. The list totalled 10,000. From the 5,000 receiving 
the illustrated letter we received contributions from 59.2% as compared with 
62.3% from the 5,000 receiving the plain letter. 


Letters on colored stock do not seem to be any more productive than 
letters on plain white stock. 


One page letters seem to be just as effective as two or four page letters. 
Results seem to be in direct proportion to sincerity and appeal in contents 
rather than to length of the letter. 


Personalization of letters to small select lists brings better results than 
the headline salutation. In a test to a special list of 17,000 names, we secured 
2.7% more replies from the 8,500 who received the personalized letter than 
from the remaining half who received the less personal letter. The reverse, 
however, seems to be true in mailing to large general lists. 


Multigraphed form letters always bring better results than printed. 


Neither postal cards nor broadsides for a second mailing piece will bring 
as good results as a letter. Results from one test on follow-up gave 4% more 
replies from the group receiving letters as compared to a similar group 
receiving postal cards. 


When order blanks are used, we find many more reply from the order 
blank that is a separate enclosure than from the one that is a part of the 
broadside or letter. 

* 


BELOW a fs 2 ae "ae | 


Everybody in advertising ought to read “Advertising Age” . . . even 
though they do nothing more than read the headlines to keep up-to-date 
on news. With that preamble, Brother Crain should pardon your reporter 
for slapping the wrist of Copy Cub for a bad slip in the Rough Proofs 
column of the May 13th issue. We hope the Copy Cub will stick his head 
under his left armpit in blushing shame for the following paragraph: 


“The New York World’s Fair opened again last Saturday, in the midst of terrific 
silence in the newspapers and periodicals all over the rest of the country.” 


That is smart alec misconstruction of the news for humorous purposes 
in a time not calling for humor. The truth is . . . the New York World’s 
Fair opened on the day after the German army had electrified and stunned 
the world with its invasion of the neutral countries. Every newspaper in 
the country screamed the calamity. The New York World’s Fair only made a 
few inches at the bottom of front pages in New York newspapers. Even 
divorces and murders were shoved aside by the scandal sheets. But the 
World’s Fair opened bravely and it’s still running. It is a beautiful effort 
toward saneness in a world gone mad. It is a much better Fair this year 
than it was last . . . what with a certain building with a tall central monu- 
ment no longer there. Let’s not criticize the World’s Fair. Advertisers bave 
made a good job of it. And that is advertising news. 


Copy Cub might be interested to know the figures compiled by Sanford 
Griffith, Market Analysts, Incorporated, 347 Madison Avenue, New York 
City, showing what the 26,000,000 people who attended the New York 
World’s Fair in 1939 were most interested in. 44.3% Said—“Commercial 


Exhibits.” 
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Ati oan 


Here are sixteen simple questions which any Direct Mail exponent 
should be able to rattle off rapidly. How many can you answer correctly? 


Try it. After you have completed your stint (under honor system) turn to 


page 29. If your score is low and you wonder why, get in touch with some 
one who has attended the Direct Mail School or who has a copy of THE 
REPORTER STUDY COURSE IN DIRECT MAIL ADVERTISING (adv.) 


and get the complete answers—and a lot more. 


]. 


9. 


: € 10. 


11. 
12. 


13. 
14. 


16. 


In the industrial field, what is the average per cent of advertising 
budget spent for direct advertising? 


Give a short. concise definition of a FOLDER. 


Is this statement true or false: The frequency and length of your 
follow-up depends upon the size of your budget. 


What are the four most common faults of business letters? 


What are the four methods of fixing or determining a sales pro- 
motion budget? 


What is the one single most important factor in a mail order 
campaign? 


What are the two main obstacles to be overcome by a mail order 
campaign? 


What are the four basic and widespread unconscious desires 
p 
which “make people want to buy’? 


What is the best format for a direct mail questionnaire? 


What are two essential appeals that must be put in a letter accom- 
panying a questionnaire? 


What is the 8-point Longyear formula for developing a design idea? 


What are the six basic elements of showmanship applicable to 


Direct Mail? 
What is the one dominant element every sales letter must have? 
How many basic printing processes are there? 


According to known statistics, what is the reason given by the 
greatest percentage of customers who stop doing business with 
a store? 


What are five rules to remember in selecting a headline or appeal? 








BOB ORR’S BOOK 


ROBERT K. ORR, President of the Wolverine 
Insurance Company, Lansing, Michigan, 
has been going around the country for 
years teaching people how to write better 
business letters. He has appeared on plenty 
of D.M.A.A. programs and he has also 
been one of the faculty of the Direct Mail 
School in New York. We don’t know why 
he is so modest . .. since he won't talk 
about his new book. This is simply to 
report that R. K. Orr assisted by D. F. 
Sheehan has produced a 109 page 812” x 
11” booklet entitled “The Analytical Sys- 
tem of Teaching Business Correspondence.” 
It’s in typewritten form . . . planographed. 
It is designed primarily for teachers, but 
anyone interested in letters can get some- 
thing out of it. It sells for $1.50. 


PRECAUTION 


SINCE WE ARE CONSTANT READERS of The 
New Yorker and unofficial circulation pro- 
motion agents for it, we hope the boys 
over there will not be indignant because 
we reprint this item from a past issue 
without permission. It should be repeated 
for the benefit of the Direct Mail Fratern- 
ity. 


A friend of ours spent January 2nd at 
home, as we imagine a good many people 
did, trying to eat a little something and 
wishing he were dead. The morning mail 
did nothing to cheer him up, either; it was 
a gorgeous sheaf of bills, and a bulky en- 
velope bearing this red-lettered warning: 
“To Addressee! If there is illness in the 
home, please do not open until patient is 
well.” He put the envelope aside and 
tried to forget it, but of course he couldn’t. 
Late in the afternoon he had a double 
Martini, to make him well, and opened it. 
It was a nice new 1940 calendar, sent him 
with the compliments cf Philip Apter & 
Sons, Funeral Directors. 


WM YKER-NK XS 
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How to get 
THAT EXTRA MONEY 
for YOUR 1940 


Promotion Program 


You have a mailing list of inquirers, 
prospects, present or former cus- 
tomers, etc., probably on plates or 
stencils for low-cost addressing of 
your mailing pieces. Right? 
We'll send you worth while checks 
tor addressing stuffed mail or empty 
envelopes to these lists. Send °us 
counts by years and full details NOW 
so that you may be included in tests 
to be released soon. 
Write Dept. R-6 
MOSELY SELECTIVE LIST SERVICE 


Nail Order 4 WN oadguarters 
vq’ BY 


230 CONGRESS STREET 
BOSTON 
It's a fact... 


“MOSELY sends the CHECKS" 








--DIRECT-MAIL- SPEEDSTERS- 







Twenty-four stickers (each 23% « M5 ) on a per- 
forated 8’. x 1! sheet of finest white gummed 
stock. For faster typewriter addressing (single 


copies or carbons) especially for lists under 25 O00 


1 x3 blank gummed labels of whitest bond 
in perforated rolls for speedy typewriter-and 

t tic-machine-add g. Most economical 
(single or interwound with carbon for card records 
follow-up mailings. etc.) for the BIC mailer 





Die-Cut Stickers — All shapes. colors and sizes 
printed and plain For sealing mailing preces 
attaching reply cards. samples. swatches etc 


Like postage stamps Use in a Stamp Affixing 
Machine where rapid applicetion is important. to 
seal direct mail literature or as a trade-mark 
stamp. Printed or plain in a variety of colors 


Check the items in which youre interested. Paste to your 
letterhead and MAIL TODAY Ask for prices. samples a copy 
of our book “EVER READY LABELS Co Places and Do Things” 


“Labels cost less than Labor 


Ewer Ready LABEL Grporahc 


148 EAST 26th STREET N.Y. C. 


CLIP-AND-MA(L-TH/S-AD -TODAY -------LEARN-ALL-ABOUT -THESE 


ho 
ee 





YOUTH SEEKS OPPORTUNITY 


We print this for two reasons: We like to help people, and we think 
Randolph Karch writes a fine letter. 


All youth seek opportunity. But not all have prepared themselves for what they often 
demand! Printers need young people to build up for future jobs of responsibility— 
and some tell me that they have no one in their employ who has the ambition that is 


necessary—or, in some cases, the basic training requisite. 


Your professional schools are doing something about this. Basic training leading 
toward future executive positions, includes not only the skills in the work, but also such 
things as thinking, questioning, and determining matters of production and planning. 


This June, our department will graduate 15 students. All have had a generalized 
training in all departments, with specialization in the last year. Some have selected 
layout, some composing room, others pressroom, estimating, salesmanship. All seek an 
opportunity—and unlike many others, have done something about it! They are prepared. 


They have been prepared in a unique school, which trains them in the things they 
will do after graduation, in practical, intensive courses, covering a two year period. All 
have a high school education, and many have had the benefit of college up to four 
years. The equipment of our school plant is the best in the country—they have learned 


their skills on modern machines. 


If you know of any first-class printing establishment which is looking for openminded 
youth to train further in its work, won't you send me a letter, so that the graduates 


and employers can get together? 
With all best wishes, 


R. Randolph Karch, Technical Supervisor 
Publishing and Printing Dept. 

Rochester Athenaeum and Mechanics Institute 
Rochester, New York 


“ADVERTISING DEFINIT ONS” 


I was very much interested in the paragraphs under “Advertising Definitions” on 


page 14 of your April issue. 


According to the Standard American Encyclopedia, advertising is given a very 
limited definition. You call attention to the omission of direct advertising—mentioning 
business papers, business films or mail order advertising. How about catalogs, exhibits, 


and souvenirs ? 


In looking over our chart for the allocation of our sales premotion budget for this 
year, I find that trade paper advertising (which I presume could be called magazine 
advertising) covers just about the same per cent as our circulars and envelope stuffers— 
which are distributed through a mailing in our house organ, Trumbull Cheer, and by 
our wholesalers who receive this material for their own miscellaneous distribution in 
their field of activities. We do not advertise in national magazines because our material 
is strictly in the capital goods class, and not a form of consumer goods. 


Your exposé again emphasizes the danger in placing too much dependence upon 
so-called “fact finders” who give only part of the facts and therefore are distributors 
of mis-information. This incident reminds me of the old and worn classification of liars: 
(1) vicious; (2) good-natured; (3) compilers of statistics. 


L. L. Brastow 
Director of Sales Promotion 
The Trumbull Electric Mfg. Co. 


Plainville, Conn. 


Reporter's Note: You have given us interesting statistics—but in your 
case I know they are true. 
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ANSWERS TO QUIZ ON PAGE 27 





1. 34.5%. - 
2. To bridge the gap between a letter and a_ booklet. i} i} CYL [} L Pp 

3. False. , 

4. (a) Use of objectionable and useless words and phrases. 


(b) Improper arrangement of words and phrases. 
(c) Incorrect expression of thought. 
(d) Offensive and displeasing words and phrases. 


(a) A fixed percentage of actual sales for the past year or 


vu 


an average of sales for several previous years. 

(b) A fixed percentage of estimated sales for the coming 
year. 

(c) Setting up a definite amount to accomplish a given end. 

(d) Setting up a definite amount to meet the efforts of 
competitors. 


= 


6. Mailing |i _ 7 
. Mailing lst. Yj YY 
‘ are a 4 _ Ly 
. Human inertia; competition. _ 
J bY Y Uy 
8. (a) Romance. Vy 
Yj" 
(b) Adequacy. A 
(c) Masculinity. 


(d) Long life. 


syuy buiyulig jOo 





9. Filled in (or personalized) letter; questionnaire on separate 
colored sheet; colored, stamped reply envelope. 


10. “Will you do me a favor” angle; rationalization of the need 
for the survey. 


You asked for it—and we are giving it to you-— 
11. Picturesque facts; how harvested; source; raw material; how ss Y 


precessed; why used; who uses; how used. gratis! It is not only unique, but the most-complete~ 


12. Simplicity; richness; realism; humor; emotion; continuity. 


;' a color and ink selection guide ever compiled. In- 
13. Believability. g P 
14. Three: intaglio; relief; planograph. geniously designed and attractively printed, the 
15. Store’s or Salesman’s indifference, or unadjusted grievances. , 
ae pote ee Morrill Colorater offers a wealth of valuable and 
f/O-« 
16. (a) Don’t sell the steak—sell the sizzle. helpful information. 
(b) Don’t write—telegraph. 
(c) Say it with flowers. The Colorater, in seven sections, covers job and 
(d) Don’t ask IF—ask WHICH. 
(e) Watch your bark. Commercial colors, Bond Inks, Dullset Inks, Sil-Vor 


Plate, Process Colors, Morr-Glos Inks and Poster 





Inks. Each ink is shown on the type of stock for 


SAVE MONEY 
WITH VARI-TYPER 


ican of tnaieies Write immediately on company stationery for 
organizations are SAV- 
ING MONEY by using your copy, as we cannot guarantee unlimited 
the Vari-Typer .. . the 
composing Type Writer distribution. 
with changeable faces 
and spaces. This office 
machine reduces compo- 
sition and printing costs 
for forms, bulletins, 
booklets, catalogs, fold- 
ers, etc.. for either Mimeograph or Offset reproduction. 
Investigate the savings possible in your business. 


WRITE TODAY for new demonstration portfolio “HOW GEO. 4 * MORRILL CO. 


YOU CAN PROFIT BY USING THE VARI-TYPER” 
. with actual samples of work produced. 


RALPH C. COXHEAD CORPORATION 


° il ia - Chi -D it - St. Louis - Fort 
MANUFACTURERS OF VARI-TYPER Boston - Philadelphia icago etroit ouls or. 
Worth - Minneapolis - San Francisco: Los Angeles: Seattle 
& 333 Sixth Avenue New York, N. Y. 


which it is intended. 


MODERNIZE WITH MORRILL 





Division - General Printing Ink Corporation 


100 SIXTH AVENUE, NEW YORK, N.Y. 
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YOU DON'T TREAT ME RIGHT”... 






Improperly used files can be a 











literal nightmare. But the fault 


WRITE TODAY 
for your copy of 
this practical broad- 
side with valuable 
suggestions for de- 
signing and using 
business forms. Ad- 
dress Sales Dept. H 


often is not with the bursting 
and littered files themselves, it 
is apt to involve a vital question in modern office ef- 
ficiency: Are your forms efficiently designed? Make 
your business and factory forms perform their manifest 


function of simplifying operations and of giving infor- 









mation. For extra efficiency and economy—have them 
printed on watermarked ADIRONDACK BOND, bright white 


and 12 colors—ideal for modern forms and letterheads. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 
BOSTON ° CHICAGO . CLEVELAND 


AN INTERNATIONAL 


PAPGeS VALUE 





Made by the Makers of: ADIRONDACK BOND & LEDGER « INTERNATIONAL MIMEO- 

SCRIPT * INTERNATIONAL DUPLICATOR « BEESWING MANIFOLD « TICONDEROGA 

BOOK « TICONDEROGA TEXT ¢ INTERNATIONAL TI-OPAKE « CHAMPLAIN BOOK 
SARATOGA BOOK «+ SARATOGA COVER « LEXINGTON OFFSET 











SECOND EDITION FOR 
GOLD PALM WINNER 


THAT OUTLANDISHLY big book issued by 
The Sherwin-Williams 
awarded the Gold Palm for excellence in 
our March issue, has created quite a stir 


Company, and 


in the advertising and graphic arts fields. 
A second edition of the book (“Paint and 
Color Style Guide”) was necessary, and 
provided an occasion for an informal Pro- 
duction Review and Symposium at the 
plant of Davis, Delaney & Harrs, Inc., 
New York, printers of the book. A. W. 
Baeder, District Manager of Sherwin-Wil- 
liams, and J. Frank Gilday of T. J. 
Maloney, Inc., their advertising agency, dis- 
cussed merchandising the Style Guide. A 
sound color slide film, dramatizing the use 
of the book and its relation to the com- 
pany’s 1940 sales promotion and advertis- 
ing campaign, was shown. The Review 
was attended by more than 100 people, in- 
cluding executives of leading national ad- 
vertisers and advertising agencies, and 
representatives of various branches of the 
graphic arts. 


INDUSTRIAL PHOTOGRAPHS 


MILDRED WEBSTER of the National Indus- 
trial Advertisers Association, 100 East 
Ohio Street, Chicago, Illinois, sends us a 
four page report on Industrial Photographs 
—their uses in industrial advertising and 
directions for taking them. 


The report was prepared by the Mason- 
Dixon Industrial Advertisers, located in 
Gettysburg, Pennsylvania. 


Photographs are becoming of increasing 
importance to advertising managers. Many 
advertising managers are studying pho- 
tography and even taking their own pic- 
tures. The report is briefed into four 
pages, and is very worth while. Mildred 
says that extra copies can be obtained from 
the Association for 25 cents. 


A HAND WRITTEN BOOKLET 
c. MOFFATT of L. T. Watkins, Ltd., Wel- 


lington, New Zealand, sends us a most 
unique booklet. 48 pages and cover, size 
1144” x 9%”. Entire booklet produced by 
offset. Right hand pages are _ pencil 
sketches of historical New Zealand scenes. 
Left hand pages carry description of sketch. 
Entirely composed in pencilled hand writ- 
ing. In the reproduction process, the work 
was made to look as close to original hand 
writing as possible. An interesting and 
beautiful piece of work. 
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CANADIAN TRADE-MARK 
REGISTRATIONS 

WERE PASSING this information along for 
the benefit of anyone who may be inter- 
ested: Harold C. Shipman is located at 
19-50 Carleton Chambers, Ottawa, Canada. 
He sent us some very interesting Direct 
Mail of his own and asked for our advice. 
We particularly like the way in which he 
dramatized his “closeness to the Canadian 
Patent Office.” 


We thought that some of you might like 
to know that a good reporter reader and 
a good user of Direct Mail is located there 
in Ottawa close to the Patent Office. If 
you have any problems on Canadian trade- 
mark registrations you can get expert 
advice from Mr. Shipman. 


NYLON PROMOTION 


HAVE YOU noticed the clever promotion of 
the new Nylon hosiery? Davenport Hosiery 
Mills, Inc., Chattanooga, Tennessee, pro- 
duced a beautiful 944” x 12”, spiral-bound 
booklet to present their Nylon promotion 
plans to dealers. Clipped inside the front 
cover is a letter, signed by Kenneth A. 
Durham, Vice President. explaining the 
booklet and recommending a course of 
action to increase the sales of their Nylon 
hosiery. Reproduction of full color adver- 
tisement appearing in national magazine, 
newspaper mats available to dealers, and 
copy suggestions for spot radio, are all 
included, and inserted in one of the inside 
pages is a salesman’s booklet—‘*What you 
can say about Humming Bird Hosiery of 
Nylon.” This booklet anticipates the cus- 
tomers questions about the new hosiery, 
answers each question fully, and, at the 
bottom of each page, sums up each answer 
in one simple sentence. Tipped to the back 
cover is a Business Reply Card on which 
the dealer can order any of the available 
advertising materials presented in the 
booklet. Besides being a fine dealer help 
from a practical standpoint, this is a beau- 
tiful job from a production standpoint. 
Congratulations to Advertising Manager R. 
A. Snow and his associates. 


* 
PHOTOGRAPHIC STUNT 


CAPITALIZING on the continuous interest in 
photographs, Armco Drainage Products 
Association, Middletown, Ohio printed on 
the back of a yellow mailing envelope, a 
photograhic service form. The hand- 
writing on the unusual envelope was in 
red. Inside were seven photographs of 
Armco installations. On the back of each 
photograph was a short printed explana- 
tion. It makes an interesting mailing. 
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It's a Honey! 
\ 





GIRL SAYS: . ‘I'ma real secretary now—not just a stenog. My work’s 
faster, smoother and so much easier now that the Boss dictates to that 
beautiful, beautiful new Ediphone.” 





EDIPHONE SAYS: “o.K., I'm beautiful —but I’m a brute for work 
too. I’m rugged, fool-proof and a glutton for licking detail.” (So’s the 
streamlined floor model Ediphone.) 


BOSS SAYS: “Notes, letters and instructions don’t pile up and cut 
in on my time. I talk my work away now—to a new Ediphone!” 


WE SAY: In almost any executive job an Ediphone will save you 
time and trouble... You try one. No strings to the offer. Just write 
Dept. R5, Thomas A. Edison, Inc., West Orange, 
N.J., or Thomas A. Edison of Canada, Ltd., 
610 Bay Street, Toronto. 





SAY IT TO THE 





Edi 


EDISON 


hone 


VOICEWRITER 
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We invite inquiries from 
mail sellers who wish | 
to increase profits by: - 


g% Renting lists of known mail 


buyers for their own use. 


aa Renting their own lists to 


other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 











Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


® Ties all sizes tightly—no cadjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


® Makes a single wrap long way. 
double wrap the short way, cross- 
ing twine underneath package. 


W rite 
For Our 
Free Trial 


Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 
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A GOLD PALM rLUus 


A superb brochure entitled “Print That Sells” has just reached us from 
England. It is without a doubt the finest thing of its kind that we have 
ever seen. The Wellington Postal Press Advertising Services Ltd., 132-5 
Long Acre, London, W.C.2, completed it just before the war, after twelve 
months’ work on the part of their planners, artists, and printers. 


It is 10144” x 13”, with stiff book covers and plastic binding. Front 
and back covers show actual pieces to illustrate the title, PRINT THAT 
SELLS. The first eight pages, beautiful examples of what they are trying 
to sell, admirably explain and illustrate why Wellington Postal Press Adver- 
tising Services Lid. call themselves The Architects of Good Print. Anyone 
reading these pages could not help but be impressed with the services they 
offer. 


Following the explanation of their services are 25 examples of modern 
commercial printing, beautifully presented. These examples, one to a page, 
are accompanied by brief explanations of the art work, production, and 
paper requirements, and the type of work for which each is best suited. All 
processes are included—even blind embossing and diestamping; all forms 
of art work; all kinds of paper. 


Three additional pages give examples of letterheads (actual letterheads 
tipped into the brochure) and brief explanations of how they were produced. 


Martin H. Perry, Director of Wellington Postal Press Advertising Serv- 
ices, sent us this comment on the brochure: 


“As the copy explains, it was planned to present our services as ‘Architects of 
Good Print,’ but bearing in mind that very few executives know much about the different 
printing processes and comparative effects which they offer, we have combined in the 
one book all the processes which they could use. 


“Despite all the effects of the war, the results have been exceedingly good. We do 
not distribute them broadcast, but it is sent only to selected names on request. It is 
charged out to them at one guinea and this sum is refunded immediately they com- 
mission us to plan and produce a direct mail campaign for them and this very fair 
offer seems to have met with general approval.” 


Incidental items about this brochure that particularly impressed us: It 
was mailed to us on May 14th and reached us in time to be reviewed in this 
issue. In spite of everything that is happening now this London company 
is distributing a brochure of this type . . . and “the results have been ex- 
ceedingly good.” Which also deserves a Gold Palm or something when 
the letter we received from Mr. Perry was typed on both sides of his letter- 
head, with a note on the bottom that simply stated: “Paper shortage demands 
economy.” 


The A.F A. CONVENTION meets June 23 to 27 at Sherman Hotel in Chicago. 
“Direct Advertising—Versatile Sales Mate” is theme for all-day Direct Mail Session 
headed by L. Rohe Walter, DMAA President, assisted by B. V. Jones, A. M. of Link-Belt 
Company, Chicago, and Mrs. May O. Vander Pyl, Pres. Advertising Letter Service, 
Detroit. List of speakers arrived just in time for this issue. They are: Emmons C. 
Carlson, Central Division of National Broadcasting Co., Chicago; Charles Gould, Chi- 
cago Herald-American; William R. Pelkus, Newsweek, New York; L. Rohe Walter, The 
Flintkote Co., New York; Eugene S. Robb, Hearst Enterprises, Washington; James B. 
Keithley, Montgomery Ward & Co., Chicago; Thomas Quinn Beesley, National Council 
on Business Mail, Washington; Howard D. Valentine, Peoples Gas Light & Coke Co., 
Chicago; A. H. Belfie, Buick Division of General Motors, Flint, Michigan. 
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A G O O D ' @ £& A , Mai 
Direct-Mail Address 
A short time ago I wrote the Postmaster General. to suggest a possible solution to 


the problem of sending amounts of less than a dollar through the mail. My idea is that Costs Cut In Half! 


the money order departments of post offices offer “small change stamps” for sale in 





5, 10, 25, and 50 cent denominations. The purchaser of these stamps would pay only Now you can afford (if you 
the face value of the stamps, but the person who brought them to the post office for are a large mailer) to use an ad- 
redemption would be charged a small service fee of say, 1 cent on a 5 cent stamp, 2 dressing machine instead of a 
cents on a 10 cent stamp, 3 cents on a 25 cent stamp, and 5 cents on a 90 cent stamp. typewriter on any mailing list 
addressed more than once. This 

The benefits of such a plan, it seems to me, would be widespread. Not only would is revolutionary, because hereto- 

the postal department be tapping a new source of revenue, but every advertiser who fore names have had to be ad- 


asked small change for a catalog, a premium, an entrance fee into a contest, or what dressed at least four times before 


it was worthwhile to make ad- 


; dress plates for them. 
nothing about it because they don’t like to send cash through the mail. It might be Send for circular, ‘‘Elliott 


lost or stolen. This fear is there whether it is 10 cents or ten dollars. Other people Starts Addressing Revolution!” 
will take the chance and go to awkward lengths to conceal the fact that cash is enclosed Learn how a 3-time addressing 


' ities on a list of 100,000 names will 
just will not go to all the bother. But if they had a book of assorted small change pay for both the Address Cards 


stamps, remittance would be a simple matter. ak the Addressing Dili 

The Third Assistant Postmaster General replied to all this that the idea has merit, And with this new Elliott system 
but that he could not promise any early action. you will have no filing cabinets 
or trays to buy. 


have you, would benefit by increased response. It is well known that numberless people 
who would otherwise respond to an offer requiring the remittance of small change, do 


by sending boxes, cardboards pasted together and other bulky contraptions. Still others 


The idea undoubtedly has lots of bugs, but I think that fundamentally it is sound 
and deserves, upon refinement, the backing of ad men in every field familiar with the 
problem. Certainly it will need their active and concerted support if the postal 
authorities are to give it their early consideration. 





If The Reporter will hang this idea out their editorial window for an airing among Addressing Machine Company 
its readers, perhaps we direct mailers may take credit for another needed reform. 127 Albany St. Cambridge, Mass. 








L. H. Moss, Jr., Promotion Department, Harper & Brothers, New York City. 





Reporter's Note: Idea has merit if health rules and accounting technique 

can be accommodated. We believe it would increase Postal Revenue and 
& add a real service. The idea is now hung in the editorial window. Let’s 
have an airing. 


AN OLD STORY RETOLD 


Jack S. Heller of the Nahm Photogravure Company, 352 Fourth Avenue, New York City. 
sends us a little 20 page and cover booklet 334” x 9” entitled “‘getting your message across.’’ It’s 
a reprint of a discussion on sales letters written originally by W. C. Holman, formerly advertising 
and promotion manager of the National Cash Register Company .. . back in 1926. The funda- 
mentals of letter writing haven’t changed very much since the beginning of time. It just used to 
be harder to write them when you had to chisel them on a stone tablet. 





We reprint the short checking chart which appeared on Page 3 of the Nahm booklet. 


Opening through its own passage- 
way directly into Grand Central 


THE TEST OF STRATEGY 


1. Is the letter written from the viewpoint of the reader instead of the writer? Terminal, the Hotel Roosevelt of- 
y a Does it get off to a good start in the very first sentence? : fers you perfect convenience on 
3. Is it short and packed full of meat, instead of long and wordy? , —_— , 

s “~ lial emseesenit 4 your arrival in New York ... And 
4. Is it free from tedious explanations? > . 
5. Does it contain proof of facts—not mere assertions? because of its location at the heart 
6. Does it make the right appeal to the class of people it addresses? of Manhattan’s great mid-town sec- 


Has it originality of treatment? 


“J 


tion. it affords the same kind of 
convenience for all outside activi- 
ties ... Doubly handy and doubly 


enjoyable ... Large outside rooms, 


:. = = foe ad eel written so as to be understood easily, without mental effort on the part with both tub and shower— $4.50 up. 


Has it proper emphasis and forceful expression? 
Has it unity—logical sequence—coherence? 


Is the message clipped of every superfluous word? ae O S FE V E. & I 


e THE TEST OF FORM BERNAM G. HINES, Managing Director 


8. Has it a good close that invites the prospect to take action? 


THE TEST OF STYLE 


dt WwW to 
alt ee 


MADISON AVE. AT 45th ST., NEW YORK 


1. Has the letter a high-class appearance? Direct Entrance to Grand Central Terminal 





to 


Does it give the effect of an individual appeal rather than a mass circular? 
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a New name tn Shalhmore slafrle Papers 
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STRATHMORE 


























INCLUDING STRATHMORE ALL-RAG BOOK 


STRATHMORE BOOK (formerly the 
Strathmore Highway Book you’ve known and used) has joined the Strathmore Staple 


Papers. It’s a distinctive, practical and economical paper for general 





printing... booklets, brochures...for any job where large type areas are 
specified. Strathmore Book will produce consistently high-grade 
results...and its moderate cost helps you meet competitive prices. For your finer book 
jobs, too, Strathmore Book is the answer. And for your finest book jobs, 
choose its companion paper, Strathmore All-Rag Book. 


Ask us for samples and dummies of Strathmore Book and Strathmore All-Rag Book 





STR ATH Vi () P 1 PAPER COMPANY . WEST SPRINGFIELD, MASS 
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